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ABSTRACT 
 
In this study the service quality from a Metropolitan Broker Division towards contracted 
brokers in the southern region was investigated. From the industry and competitor analyses it 
can be concluded that service quality has become an important factor in the financial service 
industry, especially in the insurance industry. It is therefore important to look at options to 
outperform competitors. The literature survey was aimed at improving the level of quality 
service to contracted brokers. Based on the information obtained through the literature study 
and survey, a guideline to assist a Metropolitan Broker Division to improve the level of 
service quality was developed. 
 
The purpose of the empirical study was to determine if the service that contracted brokers 
receive from the Metropolitan Broker Division is of an acceptable level. The answers from 
respondents were analysed and compared with findings from the literature study. 
Recommendations were formulated for improving the level of service quality towards 
contracted brokers. The empirical study results were satisfactory and informative. The 
positive responses identified can be utilised to strengthen the marketing strategies by 
Metropolitan Broker Division while attention should be given to the negative responses. 
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CHAPTER 1 
 
 
 
THE BACKGROUND AND METHODS OF THE STUDY 
 
 
1.1 INTRODUCTION 
 
Service quality has become an important factor in the financial service industry, especially 
in the insurance industry. To stay competitive a company needs to look at options to 
outperform its competitors. One such option is to look at the quality of service rendered to 
clients. 
 
Metropolitan Life Broker Division is the focus of this study. The reason for choosing 
Metropolitan Life is that it is one of the oldest and most stable companies in South Africa 
and was first registered in 1898 as “African Homes Trust”, with the aim of helping the poor 
to build their own homes. During 1985 the name was changed to Metropolitan Life LTD. In 
1988, the Broker Division was established to expand the service of the company to brokers. 
 
During 1997 Metropolitan introduced its value campaign, rewarding employees for living 
its ten values, namely: Trust, Respect and Honesty; Service Excellence; People 
Development; Stakeholder Reward and Recognition; Responsibility and Accountability; 
Equal Opportunity; Communication; Performance; Social Responsibility; and Participation 
and Teamwork (Metgazette Special Centenary Issue: September 1998).   
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Decentralisation of the power structure of the company has taken place, resulting in     
Metropolitan Life having several business units. This devolution of decision-making gives 
Metropolitan Life greater flexibility and the ability to respond more quickly to changes in 
the market place (African Insurance and Finance. 1998).    
 
In this chapter the main problem of the research is determined and divided into sub- 
problems. The researcher further discusses the key concepts, the delimitation and 
significance of the research and an overview of related literature is given. The chapter 
concludes with the research methodology used and the structure of the research paper. The 
methodology used includes a theoretical study with the aid of available literature and an 
empirical study of 300 contracted brokers in the Southern Region, as well as employees 
from the Broker Division. The purpose of the research is to determine if the service 
provided by the Metropolitan Broker Division is satisfactory to the contracted brokers. In 
conclusion, the findings from the studies are integrated and a framework with guidelines is 
formulated to help the Metropolitan Broker Division render a quality service to contracted 
brokers. 
 
 
1.2 MAIN RESEARCH PROBLEM AND OBJECTIVES 
 
Service quality has become a critically important factor in modern South African financial 
markets. The challenges facing the financial services industry mean that greater emphasis 
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than ever before must be placed on developing and implementing successful marketing 
programmes to create and foster a customer orientation (Woodruff 1995:261). 
In line with the marketing programmes, attention must be given to quality service.  
Executives striving to achieve a distinctive position and a sustainable advantage in today’s 
increasingly competitive business world no doubt realise the importance of delivering 
superior quality service by meeting, or exceeding, customers’ expectations. However, 
simply believing in the importance of providing excellent service quality is not enough.  
 
Executives who are truly dedicated to service quality must set in motion a continuous 
process for the following:  
 monitoring customers’ perception of service quality; 
 identifying the courses of service-quality shortfalls; and  
 taking appropriate action to improve the quality of service (Zeithaml, Parasuraman  
& Berry 1990:35). 
 
Against the background of the relationship between the Metropolitan Broker Division and 
the contracted broker, the research is aimed at the factors that influence the quality of 
service. All employees of Metropolitan Broker Division who interact with the contracted 
brokers play a key role in rendering a quality service. 
 
One of the major ways to create a service firm is to deliver consistently higher-quality 
service than competitors. The key is to meet or exceed the target customers’ service quality 
expectations. Customers’ expectations are formed by past experiences, word of mouth and 
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service-firm advertising. The customers choose providers on these criteria and, after 
receiving the service, compare the perceived service with the expected service (Kotler 
1997:476.) 
 
This leads to the following problem, which will be addressed by this research:  
Does the Metropolitan Broker Division satisfactorily provide the service to the 
contracted brokers? 
 
 
1.3 SUB-PROBLEMS AND OBJECTIVES 
 
In order to develop a research strategy to deal with and solve the main problem, the 
following sub-problems have been identified: 
 What criteria determine whether service provided is satisfactory? 
 What role does relationship marketing play in keeping contracted brokers satisfied? 
 How can the existing service provided be altered to fulfil the requirements of the  
contracted brokers? 
 
  
1.4  DEFINITION OF KEY CONCEPTS 
  
For the purpose of this study, the researcher explains certain key concepts regarding the 
main research problem and sub-problems. 
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1.4.1 Metropolitan Broker Division 
Metropolitan consists of different business units. The broker division can be seen as a 
separate distribution channel that, with the direct marketing division, forms Metropolitan 
Life countrywide. The following definition of the Metropolitan Broker Division will be 
used for the purpose of this study: 
The Metropolitan Broker Division is a separate distribution channel that markets the 
products of Metropolitan Life to contracted brokers, who then sell these to their 
clients.  
 
1.4.2 Level of Service Quality 
Service quality is defined by Zeithaml et al. (1990:18-22) as “... the extent of discrepancy 
between customers’ expectations or desires and their perceptions”. 
 
If quality is defined as the extent to which a service meets customer requirements, the 
problem remains of identifying just what those requirements are (Palmer 1998:153). 
 
Ten determinants of service quality are described by Zeithaml et al. (1990: 21-22): 
 Reliability: The ability of the service provider to perform the promised service 
dependably and accurately. 
 Access: Is the service accessible and delivered with little waiting? 
 Security: Is the service free from danger, risk or doubt? 
 Credibility: How trustworthy and honest does the service provider appear to be? 
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 Understanding the customer: How much effort does the organisation make to get to 
know its customers and understands their needs?  
 Responsiveness: How willing are the service employees to help customers deal with 
their specific problems? 
 Competence: To what extent do staff possess the required skills and knowledge to 
perform the service? 
 Courtesy: Are staff polite and considerate to customers? 
 Tangibles: What assessments can be made of the appearance of the physical facilities, 
equipment, personnel and communication materials? 
 Communication: How good is the organisation at communicating effectively what is 
provided in the service and what role customers are expected to play? 
 
Although quality is an extremely difficult concept to define in a few words, the following 
definition, will be used for the purpose of this study: 
The purpose of service quality is to ensure good quality service that meets and exceeds 
customer expectations. 
 
1.4.3 Contracted Brokers 
According to Reinecke and Van der Merwe (1986:145), “... an insurance broker is an 
intermediary between insured and insurer. A broker is independent in that he is not tied to a 
particular insurer”. Insurance brokers bring together insurance companies and those who 
want insurance. They are most useful to those needing several types of insurance protection 
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and to those whose large risks must be divided among many companies (The Columbia 
Encyclopedia. 1993). 
 
In order to carry out his obligations towards his clients, a broker enters legal relationships 
with insurers, whether before or after his/her contract with his/her client (Reinecke et al. 
1986:145). In this study, the following definition of contracted brokers is used:  
Contracted brokers are those independent brokers who have a contract with 
Metropolitan Life to sell their products. 
 
 
1.5 DELIMITATION OF THE RESEARCH 
 
The researcher’s initial aim with this research was to conduct a comparative study among 
the top five insurance companies on the rendering of a quality service to independent 
brokers. After lengthy discussions with some managers of the various companies, it was 
decided to concentrate only on the Metropolitan Broker Division. The reason for this 
decision was based on the fact that the researcher was limited to a set time. 
 
 Management level:  
The study was limited to regional managers and provincial managers. All the managers 
from general managers and upwards were excluded. 
 
 
 
 8 
 Organisational level: 
The study was limited to the Metropolitan Broker Division and excludes all other 
business units of the company. The researcher concentrated only on the southern region 
of South Africa. 
 
 Geographical level: 
The empirical component of this research was limited to five regions in the following 
geographical areas:  
 Western Cape: Cape Town 
 South-Western Cape: Bellville 
 Eastern Cape: Port Elizabeth 
 Border: East London 
 Free State: Bloemfontein 
 
 Individual level: 
The research includes the views and suggestions of all consultants in the southern 
region of South Africa. 
 
The researcher used the regional managers from the five geographical areas to identify the 
brokers that were used in the research and for the collecting of the completed 
questionnaires from the identified brokers. 
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1.6 ASSUMPTIONS 
 
According to Leedy (1997:60), assumptions are basic and without them the research 
problem itself could not exist. He further stressed that assumptions are what the researcher 
takes for granted. The author is of the opinion, based on experience in the financial 
markets, that certain service quality determinants will improve the level of service. It is also 
assumed that the applicability of service quality determinants will differ from organisation 
to organisation, but will have the same influence on the level of service quality. 
 
 
1.7 SIGNIFICANCE OF THE RESEARCH 
 
The results of the research can be used as a guideline to the regional managers in the 
Metropolitan Broker Division to improve the quality of service to contracted brokers and to 
empower broker consultants with knowledge and experience. The results will also identify 
critical shortcomings from the Metropolitan Broker Division and this guideline can be used 
as a measure of prevention for these shortcomings. 
 
 
1.8 OVERVIEW OF RELATED LITERATURE 
 
The survey of the literature was conducted by first introducing it and thereafter by 
examining what is meant by service quality and relationship marketing. 
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The section closes with a discussion of the work of different authors. 
  
Zeithaml et al. (1990:18-22) proposed an approach to delivering service quality, suggesting 
that a prime cause of poor performance by service organisations is not knowing what their 
customers expect. Many organisations are keen to render a quality service but are falling 
short because they do not have an accurate and complete understanding of what customers 
expect from them. It is, therefore, critical to identify what contracted brokers expect from a 
Metropolitan Broker’s office.  
 
Palmer (1998:152) stated that it is not sufficient for organisations to set quality standards in 
accordance with misguided assumptions of customer expectations. A further problem in 
identifying service quality lies in the importance that clients attach to the quality of the 
service organisations as distinct from their services. The emphasis will be placed on a 
quality service level that will be beneficial to both the contracted broker and the company. 
 
Cook (1997:12-13) claimed that increasing emphasis has been placed on personal service 
as a means of adding value to customers, especially in the financial service sector. She also 
observed that the nature of consumer expectations in the United Kingdom has changed. The 
exposure to American and European lifestyles has resulted in sophisticated, knowledgeable 
and demanding customers. 
 
Anton (1997:3) remarked that organisations need a customer satisfaction survey system that 
will meet certain criteria. 
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The criteria to be met should include the following: 
 the system must be relatively easy to design and to understand; 
 needs to be inexpensive to implement and to monitor; 
 needs to generate actionable reports for management; and 
 must be credible enough for employee performance and compensation to be attached to 
the final results. 
 
Christopher, Payne and Ballantyne (1991:3-4) observed that virtually every major role- 
player in the financial service sector in the United Kingdom has adopted some form of 
“customer care” programme. They also claimed that the emphasis of marketing was 
traditionally aimed towards the “getting” of customers rather than “keeping” them. With 
relationship marketing they intend to close the loop and bring together customer service, 
quality and marketing. 
 
Cram (1994:15-21) added that technology has transformed the mass market into a new 
individualised market. He further states that a customisation a tailoring process does occur. 
Using technology, relationship marketing works through individual understanding, design 
and communication to create a long term and mutual relationship. 
 
The research was based on the setting of service quality standards, as stipulated by Martin 
(1989:17), by establishing clear, concise, observable and realistic standards. This is where 
quality customer service begins. The approach will also use the SERVQUAL-instrument as 
disclosed by Zeithaml et al. (1990:21-22). 
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1.8.1 Service Quality and Relationship Marketing 
Views of service quality and relationship marketing are presented as: 
 Ten Dimensions of Service Quality from Zeithaml et al. (1990:21-22); 
 Palmer’s view on researching service quality; and 
 Christopher, Payne & Ballantyne’s theory on developing a relationship strategy. 
 
Ten dimensions of service quality from Zeithaml  et al. (1990:20-22)   
After extensive research, Zeithaml et al. (1990:20-22) believed that the ten dimensions are 
exhaustive and appropriate for assessing quality in a broad range and variety of services. 
These are:  
Reliability: Consistency of performance dependability. It means that the organisation 
renders a “first time right” service. It also means that the organisation honours a promise to 
customers. 
Responsiveness: Willingness or readiness of employees to provide service. It also involves 
the speed of the service. 
Competence: Possession of the required skills and knowledge by employees to perform the 
service. 
  Access: Approachability and ease of contact.  
Courtesy: Politeness, respect, consideration and friendliness of the contact employees. It 
also includes the clean and neat appearance of the employees. 
Communication: Keeping customers informed in an understandable language and listening 
to their requests. 
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Credibility: Trustworthiness, believability and honesty. It also involves having the 
customers’ best interest at heart. 
Security: Free from any danger. Physical safety and confidentiality are also included. 
Understanding/knowing the customer: An effort must be made to learn the customers’ 
specific requirements and to provide individualised attention to the customer. 
Tangibles: Physical evidence of the service. 
 
Palmer’s view on researching service quality  
According to Palmer (1998:154) “... research is a means of eliciting information about 
customers’ expectations and perceptions of service”.  
He insisted that service organisations should ask the following key questions: 
 what do customers consider to be the important features of the services; 
 what level do they expect of these features; and 
 how is the service delivery perceived by customers? 
 
  Furthermore, Palmer described service quality research as follows: 
  Regular customer surveys: 
In the competitive environment, customers’ growing awareness of the fact that they pay a 
price for a service rendered led them to expect to be consulted so they could express an 
opinion about the level of service satisfaction. The survey can include the completion of a 
questionnaire. 
   
 
 
 14 
Customer panels: 
Through a customer panel, a continuous source of information on customer expectations 
can be provided. Frequent customers should be used and a careful selection should be 
undertaken to include customers from social, economic and demographic characteristics of 
the population. 
  Transaction analysis: 
This method of evaluating certain transactions in which customers are involved is growing 
in popularity in the UK. A benefit of this analysis is the ability to associate service quality 
performance with the individual contact employees. 
  Perception surveys: 
Combinations of qualitative and quantitative research methods are used. The aim is to 
achieve a better understanding of how customers view the organisation. It is also important 
to identify customer attitudes and perceptions towards the organisation on the past, present 
and future. 
Mystery customers: 
This method of auditing the standard of service provision, in particular the employee 
involvement, is carried out by trained assessors. An important function of this method is 
monitoring the extent to which employees are actually meeting specified quality standards. 
  Analysis of complaints: 
This is an effective method for keeping in touch with customers. It can be a useful pointer 
as to where the process of service delivery is breaking down. The continuous tracking of 
customers’ complaints is an inexpensive source of data that will enable the organisation to 
review the major concerns on an ongoing basis and to, hopefully, rectify current problems. 
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Employee research: 
Research amongst employees can elicit their views about the way the service is provided 
and perceptions of how they are received by customers. Data can be gathered through 
seminars, job appraisals, and performance evaluations. 
  Similar industry studies: 
Investigations into how the opposition compares on service standards. 
  Intermediary research: 
This research is based on two principles, namely: 
 where intermediaries form an important part of a service delivering process; and 
 where intermediaries are co-producers of a service. 
  
Christopher, Payne and Ballantyne (1991:135): Developing a relationship strategy 
With this concept, the authors related it to the delivery of value of service to the customer. 
These are: 
 Mission statement: 
This is a critically important success factor in any organisation. With the help of the 
mission statement the organisation can distinguish itself from other firms and outline its 
values and beliefs. All employees must adhere to the mission statement. 
  Strategic review and internal analysis: 
Key areas such as competitor analysis and benchmarking, market and customer analysis, a 
consideration of market areas, environmental analysis and internal analysis must be 
included. 
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  Strategy formulation: 
This deals with an examination of the alternative strategies available to an organisation and 
involves two basic questions, both of which must be addressed: 
 in what product market should the organisation compete; and 
 what strategy must be adopted in these product markets? 
Service quality marketing system: 
This is the implementation, control and continuous improvement of a system. 
 
 
1.9 RESEARCH METHODOLOGY 
 
The researcher conducted a literature study and survey, and made of various libraries, the 
Internet and literature obtained from Metropolitan Life. The aim was to place the concept 
of quality service in perspective. A complete theoretical framework was developed after 
studying various literature such as books, journals and Internet articles. The following 
broad procedure was followed: 
 
Step 1. Literature survey to determine what is meant by service quality and the 
specification thereof. 
 
Step 2. Literature survey to provide a theoretical framework of guidelines that can serve as 
a model for improving the level of service quality. 
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Step 3. Development of a questionnaire according to the principles and guidelines 
identified in step two. 
 
Step 4. Obtaining empirical data by means of a postal survey and personal interviews in 
order to measure the extent to which the company adheres to the theoretical framework. 
 
Step 5. Analysis and interpretation of the results from the two surveys. 
 
Step 6. Integration of the empirical results with the literature findings. 
 
Step 7. Conclusions and recommendations. 
 
  The research methodology used is discussed in more detail in chapter four. 
 
 
1.10 SCOPE AND STRUCTURE OF THE STUDY 
 
The remainder of the research is structured as follows: 
 
Chapter 2: Determining the factors and criteria influencing the quality of service to 
contracted brokers 
In this chapter, the researcher identifies the customers and competitors of Metropolitan Life 
in the insurance industry. A theoretical explanation of the competitive forces has been 
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included to show the real competition amongst insurance companies. This chapter also 
deals with the changes that a service provider must make to influence the quality of service 
positively. The aim is to outline the influence of Total Quality Management (TQM) and 
how it becomes an important part of a quality service programme.  The researcher 
examines the criteria of service quality and what the customers’ needs and expectations of 
quality service are. The steps required towards rendering a quality service to customers 
form an important part of this chapter. 
 
Chapter 3: Customer service through employee empowerment, relationship 
marketing and information technology 
The importance of quality service through the empowerment of employees, an effective 
relationship with your customer and the implementation of information technology are 
discussed in detail. Steps in establishing a relationship with your customer form an 
important part of this chapter as well as the managing of this process. 
 
Chapter 4: The empirical study 
In this chapter the researcher uses non-experimental research that is used in organisations to 
measure people’s opinions. The researcher discusses the research design and methodology 
used by way of a theoretical explanation. A theoretical explanation that justifies the 
construction and design of the questionnaires has been included. This chapter concludes 
with a discussion on the measuring instrument used and the validity and reliability of the 
study.  
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Chapter 5: Analysis and interpretation of the empirical study 
In this chapter the researcher presents and interprets the results from the empirical study in 
order to draw a conclusion in terms of the theoretical paradigm as set out in the previous 
chapters. The results from the response rates for both internal and external customers are 
presented and discussed in detail. 
 
Chapter 6: Summary and recommendations 
The aim of this research paper is to evaluate the quality of services provided to internal and 
external customers in the Metropolitan Broker Division. This chapter concludes with a 
discussion of the survey done and a guideline to assist the Metropolitan Broker Division to 
improve the level of service quality towards contracted brokers.  
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CHAPTER 2 
 
FACTORS AND CRITERIA INFLUENCING THE QUALITY OF SERVICE TO 
CONTRACTED BROKERS 
 
2.1 INTRODUCTION 
  
The aim of this chapter is to identify the quality of service to customers and the importance 
of the customer to Metropolitan Life. The chapter first examines who the customers and the 
competitors are, before describing the strategic change steps for a service provider. 
Thereafter, criteria for quality service and the expectations and needs of customers are 
investigated. The chapter concludes with a customer care programme. 
 
 
2.2 THE CUSTOMER 
 
According to Kotler (1997:23) a customer is the most important person ever in this office 
… in person or by mail; is not dependent on us … we are dependent on him; is not an 
interruption of our work … he is the purpose of it. We are not doing any favors by serving 
him … he is doing us a favor by giving us the opportunity to do so; is not someone to argue 
or match wits with.  
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Naumann (1995:163) claimed that a customer is probably an organisation’s most important 
and valuable asset and should therefore be developed and nurtured to build a long-lasting 
relationship. Each customer, in this case the contracted brokers, must be the main objective 
for a proactive long-lasting relationship. The contracted brokers should be integrated into 
any decision-making processes that affect them. The researcher agrees with the above 
statements of the various authors, but feels that a more personal relationship must be 
fostered between the contracted brokers and all contact personnel. It is also necessary for 
all contact personnel to understand the needs of the contracted brokers. 
  
Hugo, Van Rooyen & Badenhorst (1997:105) described internal and external customers as 
follows: 
Internal customers demand quality service and products provided by external suppliers and 
external customers demand a reliable and quality service from the suppliers. 
 
Schoeman (1997:26) defined internal customers as fellow staff members at all levels and 
external customers as customers that fall outside the organisation. Schoeman (1997:26) 
advises that external customers will not receive a quality service unless internal customers 
render a quality service to each other. 
 
The internal customers from the Metropolitan Life Broker Division consist of personnel in 
the following divisions: 
 The Employee Benefit division: supplying integrated group insurance packages for 
retirement and risk to suit the clients specific circumstances; 
 
 22 
 Unit Trust division: invest in the share market in the most cost efficient way; 
 Direct Marketing division: the marketing of group insurance to prospective clients via 
various newsletters and agencies; 
 Methealth division: provides a wide range of health-related products; 
 Corporate Advertising division: the public relations office, responsible for all 
advertising; 
 Source Marketing division: responsible for the negotiation of stop order facilities; 
 Marketing Technology division: the department responsible for the development of new 
products; 
 New Business division: responsible for the capture of all new business; 
 Human Resource division: the administrative division managing the employees;   
 Marketing Support division: supporting the regional offices with marketing aids; and 
 Central Branch offices: administer loans, surrender and death claims. 
 
The external customers from the Metropolitan Life Broker Division will be the contracted 
brokers as well as corporate brokers. Reinecke et al. (1986:145) defined a broker as an 
intermediary between the insured and the insurer and stated that the broker operates as an 
independent person. They also noted that the broker exercises a profession and acts on 
behalf of his/her client. 
 
Reinecke et al. (1986:145) added that a broker, in order to serve his/her clients, must enter 
into a legal agreement with an insurance company and that the Insurance Act imposes 
certain duties on the broker. 
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Insurance brokers bring together insurance companies and those who want insurance. They 
are most useful to those needing several types of insurance protection and to those whose 
large risks must be divided among many companies. 
(The Columbia Encyclopedia. 1993). 
 
 
 
2.3 THE COMPETITORS 
 
Hellriegel, Jackson and Slocum (1999:94-98) explained the competitive forces in an 
industry with the following diagram: 
Diagram 2.1: Competitive forces in the task environment 
 
  
 
 
 
 
 
  Source: Hellriegel et al. (1999:94) 
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advertising promotions, enhanced customer services and improvement in 
product/service quality. Within Metropolitan Life’s chosen markets, the company’s 
main competitors are other insurance companies. These include companies such as 
African Life, Old Mutual, Sanlam, Momentum, Sage Life and Liberty Life. 
 New Entrants: The threat of a new entrant to the chosen market depends largely on the 
relative ease with which the new company can compete. Barriers to enter the market 
need to be diagnosed and must include factors such as economies of scale, product 
differentiation, capital requirements and government regulation.  
 Substitute goods and services: Most competitors produce goods or services that can 
easily be replaced by other goods or another service. Insurance companies introduce 
new products from time to time to stay competitive in a specific market or to gain a 
bigger market share. 
 Customers: Customers naturally try to force down prices, obtaining more or higher 
quality products or playing the sellers against each other. The major factors in the 
insurance industry are the minimum premium, company growth and price payable for 
life-cover and benefits. 
 Suppliers: Suppliers often control the raising of prices above their costs or reducing the 
quality of goods and services before they start losing customers. The only real problem 
Metropolitan Life might experience is with the advertising companies, 
telecommunication company and courier service companies.  
 
Kotler (1997: 230) claimed that four levels of competition exists: 
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 Brand competition: Brand competition usually occurs when a company sees its 
competitors offering a similar product or service to the customer at a similar price. 
 Industry competition: This type of competition normally occurs when a company sees 
its competitors supplying the same product to the customers. 
 Form competition: With form competition, the company sees its competitors as all 
companies manufacturing products that supply the same service to the customer. 
 Generic competition: This type of competition occurs when a company sees its 
competitors as all the companies that are competing for the same consumer’s money. 
 
    
2.4 THE STRATEGIC CHANGE OF A SERVICE PROVIDER 
 
The successes of many companies in today’s business world depend on the exceptional 
quality of their products or the service they provide. It is therefore a top priority for 
executives of companies to improve their product or service. Kotler (1997:54) claimed that 
if companies want to stay competitive in today’s competitive business world, they have no 
choice but to adopt “Total Quality Management” (TQM). Kotler (1997:54) defined TQM as 
a world-wide approach to continuously improving the quality of the entire organisation’s 
processes, products and services. 
 
Robbins (1998:15) defined TQM as “… a philosophy of management that is driven by the 
constant attainment of customer satisfaction through the continuous improvement of all 
organisational processes”. Robbins (1998:298-299) stipulated that teamwork forms an 
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essential part of TQM and that management must encourage employees to share ideas and 
to act on what they suggest.   
Milakovich (1995:101-102) added that the emergence of a global economy, coupled with 
pressures from customers for improved service quality, reinforces the need for internal 
organisational change. He further claimed that organisations that invest the necessary time 
and resources enjoy cost reductions, lower employee healthcare expenses and greater 
productivity. 
  
Milakovich (1995:123-126) insisted that service quality must be demonstrated by means of 
quality indicators such as comparability based on facts and consistency with other 
providers. He further stressed that the indicators should include the design of internal 
management systems that are capable of setting quality standards, defining the needs of 
customers and the monitoring thereof accurately, and the provision of continuous feedback 
to eliminate the causes and costs of poor quality. A valid point that Milakovich made is the 
speed with which organisations eliminate non-value-costs and the improvement of 
processes that determine winners and losers in competitive markets. He also added that 
when an organisation responds to the customers’ demand, it is vital to have both an internal 
and an external measure of performance.  
 
Milakovich (1995:126) mentioned that the needs of internal customers, in a service 
environment, are often overlooked. These includes the service received from other 
departments within the organisation. 
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Palmer (1998:172-173) added that TQM is a multi-disciplinary approach that involves 
everybody in the organisation in all activities, functions and levels. He further stated that 
this approach recognises that the activities of every staff member have an impact on the 
quality received by customers, including non-contact staff. From this explanation it is 
important that the goal of TQM should be the widespread awareness of customer needs 
among staff and, in particular, the standard of quality expected by customers.   
 
Hellriegel et al. (1999:67-68) advised that quality must be stressed repeatedly so that it 
becomes second nature to everyone in an organisation. They further claimed that almost all 
activities in an organisation, such as training, strategic planning, product design, 
management information systems and marketing, play a vital role in meeting quality goals. 
Hellriegel et al. (1999:68-69) demonstrated the importance of quality with the following 
diagram: 
Diagram 2.2: Importance of quality 
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According to Hellriegel et al. (1999:68-69) “… the successful offering of high-quality 
goods and services to the customer typically results in three important benefits for the 
company”. They are described as follows: 
 Positive Company Image: A reputation for high-quality products creates a positive 
image for successful companies and such companies gain many advantages from 
having such an image. Advantages include recruiting of new quality employees and an 
increase in sales. 
 Lower Costs and Higher Market Share: Improved performance increases productivity 
and lowers certain costs that lead to an increase in profits. The improved performance 
enables a company to increase its market share and therefore gain competitive 
advantage through economies of scale. 
 Decreased Product Liability: Many companies face costly legal suits for faulty goods 
supplied or services rendered that are not according to standard. Successful TQM 
efforts will result in improved products and services that will lower product and/or 
service liability costs. 
 
The conclusions of the researcher on the various viewpoints of different authors are as 
follows: 
 TQM is the key to value creation and customer satisfaction; 
 TQM involves everyone in the organisation; 
 because Metropolitan Life’s main core of business is the marketing of insurance, 
regional managers must participate in formulating strategies and designing policies to 
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help the company stay competitive through quality service. They must also see that 
each marketing activity is performed to a high standard; and 
 service personnel must take responsibility for correctly identifying the needs and 
requirements of the customers; for communicating the customers expectations correctly 
to the different divisions of the company; for ensuring that the customers receive proper  
training and technical assistance; for staying in touch with the customer to ensure that 
the customer is satisfied; and for gathering ideas for service improvements from the 
customer and conveying them to the appropriate company departments. 
 
Management must encourage employees to act outside their roles to appreciate the impact 
that their actions will have on the service perceptions of the customers. 
 
Kotler (1997:56) stated that the assumptions that must underlie any total quality 
programme are as follows: 
 Customers must perceive quality: Quality work must begin with the customers’ needs 
and end with the customers’ perceptions. Quality improvements are only meaningful 
when customers perceive them. 
 Quality must be reflected in every company activity, not just in company products: 
Quality must be reflected in advertising, service, literature delivery and after-sales 
support. 
 Quality requires total employee commitment: The only companies able to deliver total 
quality are those whose employees are committed to quality and who are motivated and 
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trained to deliver quality service. Therefore both internal and external customers must 
be satisfied. 
 Quality requires high-quality partners:  Companies whose value-chain partners are 
committed to quality can only deliver quality. 
 Quality can always be improved: The most competitive companies believe in a  
“continuous improvement” of everything by everyone. Benchmarking is a way of 
improving quality.   
 Quality improvements sometimes require quantum leaps: Small improvements are often 
obtainable through working harder, but large improvements are usually gained through 
fresh solutions for working more intelligently. It is therefore necessary for companies to 
target quantum improvements. 
 Quality does not cost more: Quality can be seen as a way to do things correctly the first 
time. When things are done properly the first time, many costs are eliminated.  
 Quality is necessary, but may not be sufficient: Improvement of the company’s quality 
is necessary because customers are become more demanding. Higher quality may not 
confer a winning advantage, especially as competitors increase their quality to more or 
less the same extent. 
 A quality drive cannot save a poor product: A quality drive cannot compensate for 
product deficiencies.  
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Pycraft, Singh, Phihlela, Slack, Chambers, Harland, Harrison & Johnston (1997:750-753) 
remarked that a number of factors might influence the success of a TQM-programme. They 
are as follows: 
 A quality strategy: A strategy is necessary to provide goals and guidelines for the 
programme to head in the right direction. Competitive priorities must be outlined and 
the roles and responsibilities of resources must be clear and concise.  
 Top management support: It is important that senior management is committed to the 
programme and that a special effort is made at the operational level. Management must 
have a clear understanding of what quality means to the company and must participate 
in problem-solving to eliminate errors. 
 A steering group: A steering group is necessary to plan the implementation of the 
programmes and to monitor them.  
 Group-based improvement: The nature and composition of the teams depends on the 
circumstances of the organisation. The staff working in the company have experience of 
the process and are normally affected by any changes. It is therefore important to 
support them – technically, on a managerial level and emotionally. 
 Success is recognised: It is important to reward those putting effort and initiative into 
the success of the programme. 
 Training is the heart of quality improvement: TQM can be seen as an attitude change 
and that the development task is more fundamental. Although the staff have to learn 
certain techniques, the objective is to eliminate errors. 
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At the conclusion of the above TQM-programme, the researcher observed that 
Metropolitan Life has begun to implement certain quality programmes as follows: 
 a “quality” meeting for administration personnel is held every Wednesday to discuss 
how to improve the quality of service to customers; 
 all personnel can communicate any ideas or queries directly to the Managing Director, 
via a graffiti board; 
 the Board of Directors approved leadership courses for employees to broaden their 
skills and knowledge;  
 internal examinations are written on a yearly basis by all contact personnel so that they 
stay informed of new changes in the insurance field; 
 quality drives are held on a regular basis by the Marketing Support Division; and  
 rewards such as share incentives and bonanzas are used to recognise successful 
employees. 
 
Ivancevich and Matteson (1999:644) identified the following target areas: 
 Integration across functional boundaries: teamwork between different departments in 
an organisation with the goal of rendering a better service and using expertise from the 
different departments. 
 A compensation/reward system for employees: successful employees must receive a 
reward for delivering good service to a customer. 
 Recruitment/selection criteria: employees, regardless of gender or race, with the 
necessary skills and knowledge to be selected to fulfil the specified job. 
 Individual job structure: a career path to be developed for each employee. 
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 Training/skill development of employees: employees must be equipped with the 
required skills through training programmes. 
 Organisational structure: the organisational structure should be kept as effective and 
simple as possible.  
 Evaluation and recognition programmes: an effective performance appraisal system 
must be in place to evaluate employees. 
 
Metropolitan Life is in the process of identifying certain target areas for improvement and a 
task group driven by the Marketing Support Division is in place. There are some 
shortcomings, especially with individual job structures where no career paths exist for 
employees and with the recruitment criteria where affirmative action still plays an 
important role. There is also a lack of evaluation programmes for all employees.   
 
 
2.5 THE CRITERIA OF SERVICE QUALITY 
 
Quality has been seen as an increasingly important element in defining a service offered in 
the new millennium. Palmer (1998:154) remarked that quality is an important terminology 
that customers use for differentiating between competing services. He further claimed that 
quality is less testable for a service than for tangible goods. Palmer (1998:153) stated that 
quality is a very difficult concept to define in a few words but agreed with Zeithaml et al. 
(1990:18-20) that service quality can be defined as “… the discrepancy between customers’ 
expectations and perceptions”. 
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Zeithaml et al. (1990:21-22) explained that “service quality” consists of ten dimensions, 
namely: 
 Reliability: The ability of the service provider to perform the promised service 
dependably and accurately. 
 Access: The approachability and ease of contact. 
 Security: Is the service free from danger, risk and doubt? 
 Credibility: The trustworthiness, believability and honesty of the service provider. 
 Understanding the customer: The effort made to know your customer and their needs. 
 Responsiveness: The willingness to help customers and to provide a prompt service. 
 Competence: The required skills and knowledge for employees to perform the required 
service. 
 Tangibles: The appearance of physical facilities, equipment, personnel and 
communication material. 
 Communication: The effort to know customers and their respective needs. 
 Courtesy: The appearance of the employees and their attitude and friendliness. 
 
Lamb, Hair & McDaniel (1998:361) agreed with the ten dimensions of Zeithaml et al., 
claiming that the following five components are used by customers to evaluate service 
quality: 
 Reliability: Perform the service properly the first time – one of the most important 
components for a customer. 
 Responsiveness: The ability to provide a prompt service. 
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 Assurance: The knowledge and courtesy of all employees towards customers and their 
ability to convey trust – to respect the views of the customer. 
 Empathy: To care for customers and to give individualised attention to them. 
 Tangibles: The physical evidence of the service, including the appearance of 
employees. 
 
Woodruffe (1995:105) agreed with the above authors and confirmed that service quality is 
not easy to measure. She further observed that the nature and characteristics of services 
might have an impact on quality issues: 
 Intangibility: It is difficult for many service providers to measure and assess service 
quality. 
 Inseparability: The service from the service provider highlights the role of people in the 
transaction and their influence on the level of service quality. 
 Heterogeneous: The nature of service may differ and may not be repeated to some 
extent. 
 Perishable: The nature of the service can lead to customer dissatisfaction if their 
demands cannot be met. 
  
The conclusion that the researcher reached from the various authors is that service quality 
can determine the progress of a service provider into a major competitor, as well as the 
survival of such an organisation. The researcher agrees with the authors about the criteria 
for quality service and suggests that a mind-change amongst all Metropolitan Broker 
personnel should take place. The important factor is that the personnel think they are doing 
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the contracted brokers a favour, whereas the contracted brokers are actually doing them a 
favour by supporting them. Another factor is that all personnel should accept responsibility 
and accountability for rendering a quality service according to the criteria discussed above. 
 
2.5.1 The criteria that determine satisfactory service provision  
Palmer (1998:35-40) analysed the core and secondary service of an insurance product with 
the aid of the following diagram: 
Diagram 2.3: Core and secondary service of an insurance product: 
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Palmer (1998: 35-40) explained the above diagram under the following headings: 
 Features: Representing specific components of the product that can be added or 
subtracted without changing the essential characteristics. Features can either be added 
to or subtracted from a product so that a company will be in a position to produce a 
product that will appeal to a variety of different markets, with the same core benefits. 
Service offers can thus be analysed in terms of differentiating features. 
 Branding: The main reason why a company brands its products is to differentiate its 
product from those of their competitors. Most tangible products are branded in some 
way, but the service offered is less likely to be branded. The process of branding will 
therefore focus on the service provider’s corporate image. 
 Packaging: The intangible nature of a service prevents it from being physically 
wrapped to protect the product.  The tangible elements of a service can be packaged. 
Service packaging refers to the way in which the tangible and intangible elements are 
bundled together to provide a comprehensive service offer. 
 Process: Services are evaluated by the production process as well as by the final 
outcomes. It is therefore important for a company’s service design to pay special 
attention to processes and the manner in which the service personnel interact with 
customers during the process. The “blueprinting” approach is designed to overcome 
problems in this regard. 
 Quality: The design of the service quality level is a crucial element of the total service 
on offer. Customers evaluate the quality offering of a company with that of their 
opposition, and specially the quality of the service provider. As already mentioned 
earlier in the chapter, customer expectations form an important element of quality. 
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 Styling: Styling gives the product a distinctive feel or look.  A combination of features 
leads to the style of service, which includes tangible décor and the intangible manner in 
which the staff interact with customers. 
 Tangibles: Service providers will most likely differentiate between their services and 
those of their competitors by adding tangible features in the form of distinctive 
brochure designs and staff uniforms. 
 Service delivery: Delivery is an important element of service. Accessibility is affected 
by a number of resources, including human resources, buildings, physical infrastructure 
and supplementary services. The effective managing of these resources will enhance the 
accessibility of the service to customers. 
 Ongoing buyer-seller relationship: An increasingly important feature is the support 
provided by a service provider after the service process has been completed. 
 
Payne (1995:275) declared that organisations could differentiate themselves from other 
competitors by managing the “product surround”. He reported that the maintenance of the 
customer relationship is dependent on how well a product or service measures up to the 
original customer’s expectations of quality. Payne (1995:275-276) stipulated that the 
following two components are necessary to enhance the relationship: 
 Cost/Benefit by segment: A customer’s main objective is to seek benefits. Delivered 
value could be decided upon as the difference between the total value offered less the 
total cost to the customer. The total customer value includes the service value, product 
value, people value and image value, while the total customer cost includes the 
monetary price, time cost, energy cost and psychological cost. 
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 Service quality: When attempting to deliver customer satisfaction, it is important to 
understand that a product or service has to perform on more than one dimension. Payne 
(1995:276) used the three dimension-concept of Gronroos (1983) to describe service 
quality – the technical quality of service, the functional quality and the corporate image 
that might influence the customer’s perception of quality.   
 
Woodruffe (1995:106-107) indicated that quality is based on the customer’s perception and 
that the following features are shared by all services: 
 Customer participation: Customers are active participants in the service process. 
 Intangibility: Highly intangible services might be based on philosophical or conceptual 
elements, making it difficult for the service provider to describe and for the customer to 
evaluate. 
 The service encounter: Services often comprise a number of component parts from 
which the customer has to make a decision. 
 Inseparability: Specialised services are inseparable where certain characteristics of the 
service are a constituent part of the service quality. 
 
The researcher is of the opinion that contracted brokers must share in the decision-making 
process regarding the development of new products. The image of the service provider and 
its involvement in the community would foster a greater relationship with the contracted 
brokers to market the company’s products. The contracted brokers would definitely 
associate themselves with a service provider that cares for their customers and has a 
process in place where service personnel interact with customers. 
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2.5.2 Customer expectations and needs 
Kotler (1997:40) defined customer satisfaction as a person’s feelings of pleasure or 
disappointment resulting from comparing a product’s perceived performance with his or 
her expectations. It is clear from this definition that satisfaction is a function of perceived 
performance and expectations. The customer will be dissatisfied if the performance falls 
short of the expectation and will be satisfied if the performance matches the expectations. 
The customer will be highly satisfied if the performance exceeds the expectations. 
 
Anton (1997:3) defined customer satisfaction “… as a state of mind that a customer has 
about a company when their expectations have been met or exceeded over the lifetime of 
the product or service”.  He further stated that the achievement of customer satisfaction 
leads to company loyalty and the repurchase of a product. 
 
Anton (1997:3) remarked that this definition had important implications to adhere to, 
namely: 
 if customer satisfaction measures a customer’s state of mind, measurement will not be 
exact and will require probability sampling and some statistical tools; 
 the measurement must include the understanding of the gap between customer 
expectations and attribute performance perceptions; and 
 there should be some sort of connection between the customer satisfaction measurement 
and bottom line results. 
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Anton (1997:4) advised that the understanding of customer satisfaction might assist a 
company in identifying opportunities for a product or service innovation and will also act 
as a basis for performance appraisal and reward systems. He further claimed that it could 
also serve as the basis for a customer satisfaction-surveying programme that will ensure 
that quality improvement efforts are properly focused on those that are important to the 
customer. 
 
The researcher agrees with the authors and would like to add that he feels that ongoing 
meetings must be held with contracted brokers on a quarterly basis to identify what they 
expect from the company and what their changing needs to market the company products 
might be. The increasing importance of quality service as a way to gain a competitive 
advantage against competitors has seen the emergence of comprehensive research 
programmes on customer expectations and perceptions of service quality. The 
comprehensive studies undertaken by Zeithaml et al. (1990) underline the importance of 
companies learning more about their customers through a marketing research-oriented 
approach which focuses on the expectations and perceptions of customers. 
 
According to Christopher et al. (1991:57) customers do not buy products and services, but 
they do expect benefits and value from the total offering. They further claimed that it is not 
just a semantic point, but rather an important distinction that can be strategically vital for 
the long-term survival of the organisation.  
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Christopher et al. (1991:58-59) described the “total product/service concept” as follows: 
 Core product: The customer’s generic need that must be met – the basic physical 
product/service. 
 Expected product: The customer’s minimal set of expectations – consists of the generic 
product/service together with the minimal purchase conditions. 
 Augmented product: The offering, over and above what the customer expects or is 
accustomed to – to differentiate by adding value to the core product in terms of service 
reliability and responsiveness. 
 Potential product: Everything that can be done with the product or service that is of use 
to the customer – consisting of all potential added features and benefits that can be of 
use to customers.  
 
Anton (1997:33) demonstrates customer satisfaction with the following diagram: 
Diagram 2.4: Customer Satisfaction Model 
Past Experience    Demographics  
(Product Quality    (Gender 
Attribute/Importance     Income 
Problem/No Problem)    Age, etc.) 
 
Word-of-mouth   Current Expectations   Trial/Retrial & Judgement    Global Evaluation 
      (Product Quality    Attribute evaluation     (Overall satisfaction, 
      attributes,     (satisfaction/dissatisfaction   Willingness to  
      service quality)    & product quality     recommend. 
Competition           & problem/no problem)    Repurchase intention) 
 
Source: Anton (1997: 33) 
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Anton (1997:34-36) explained his model as follows: 
 customers used a product/service in the past and the quality thereof determined the 
experiences and problems they had that led to their past satisfaction. Some customers 
might decide not to make use of the product or service in future; 
 experiences from the past determine, in part, current expectations and the importance of 
attributes. Product/service quality perceived in the past can be related to current 
perceived quality; 
 four important variables determine satisfaction with various product/service attributes 
that will, in turn, influence overall satisfaction as well as the other two global measures 
(willingness to recommend and repurchase intention). The variables are product quality 
expectations, attribute importance, past experience (problems/no problems with the 
product/service) and various demographic variables like gender, income and age; 
 word-of-mouth testimonials and competitors influence satisfaction with attributes; 
 the demographic variables as well as previous satisfaction experiences drive 
product/service expectations; and 
 re-trial problems must not been related to attribute expectations or importance, but must 
jointly determine overall satisfaction. Expectations on their own don’t cause problems, 
but in combination with past experience cause higher or lower overall satisfaction. 
 
Burrill & Ledolter (1998:147-149) explained that customer “wants” are desirable attributes 
or characteristics of a product or service a customer would like to have and their 
requirements describe “what” the product or service should be like. 
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The conclusion that can be made from this model is that the individual attribute satisfaction 
drives overall satisfaction. As peculiar as it may seem, the model does not imply that 
experiences, expectations and importance do not affect overall satisfaction. The model 
does, however, suggest that these factors have their effects through attribute satisfaction. 
Anton (1997:36) suggested that overall and attribute satisfaction, willingness to 
recommend, repurchase intentions, and experiences of problems must be used as a source 
of feedback to help a business maintain or change the quality of a product or a service.  
 
2.5.3 Customer care  
Every employee in a company is responsible for quality, but the role of responsibilities 
might differ. Burrill et al. (1999:266) emphasised the importance of top management’s first 
responsibility, that of establishing a quality policy and then infusing it into the company. 
They further stipulated that management should ensure that the document is understood, 
implemented and maintained by all employees in the organisation. Burrill et al. (1999:266) 
stressed that it is vital for all employees in the organisation to receive orientation as to the 
purpose, intent and potential impact of the policy. They claimed that management should 
clearly define the responsibility, authority and interrelation of all employees who manage 
or perform work-affecting quality.  
 
Burrill et al. (1999:298-299) stipulated that an organisation should establish a “culture of 
excellence” – a set of values and patterns of behaviour, focusing on the customer, quality 
and individuals in the organisation. 
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The following characteristics are included: 
 Attitude: The organisation to view itself as a selected group of people – a belief that 
they are different and special. 
 Structure: The organisation to have a relatively flat structure for easy access around the 
hierarchy and self-directed work teams to accept ownership and management of 
processes. 
 Information: All information to be accessible and to be shared by all – regarded as an 
important resource. 
 Empowerment: Employees to be empowered to take initiatives and to explore new 
paths. Employees to be encouraged to collaborate and build problem-solving coalitions. 
 Career development: Criteria such as training, seminars, and tuition reimbursement 
programmes to be used to encourage career development. Employees to be encouraged 
to engage in self-improvement. 
 Recognition: Important to give praise, awards, plaques and other recognition to 
employees for special achievements. 
 Family bond: To provide employees with support that extends well beyond the business 
perimeter. 
 
Du Plessis and Rousseau (1999:146-147) stressed that the attitude of service employees, in 
the work situation, is as important as their skills. They also suggested that service providers 
should instil a sense of accomplishment amongst their employees to keep them motivated 
and to maintain high morale. They advised that service providers should use a strategy to 
 
 46 
ensure quality service, namely internal marketing. They explained that internal marketing is 
based on the following principles: 
 Employing the right employees: Servicing customers can be a stressful job for frontline 
employees and it is vital to employ people who understand the nature of the job and 
who will thrive on the challenges offered by servicing demanding customers. 
 Developing employees: Employees should be properly trained to acquire technical and 
human relations’ skills to become totally service-oriented. 
 Providing the required support systems: The support from the “back-up” office is as 
important as the “visible” service provided. 
 Retaining the best employees: Service employees performing well should be retained, 
resulting in the building of a relationship on trust and long-term loyalty.  
 
Woodruffe (1995:295) remarked that customer care plays an important role in any 
organisation and that a comprehensive customer care programme involving the whole 
organisation should be implemented and supported from top management to the lowest 
level. She instituted the following customer care programme, comprising six main stages: 
 Objective setting: To define the programme objectives. 
 Current situation analysis: To conduct an internal and external customer service audit. 
 Strategy development: To develop a strategy to raise the current level of service to the 
desired standard. 
 Functional planning: To define the necessary training needs and requirements to 
execute the strategy. 
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 Implementation: To implement training and initiatives through meetings, workshops 
and seminars. The programme must be promoted internally and externally. 
 Monitoring: To do a survey to test the results of the implemented strategy and to 
evaluate the training methods. Improvements and updates to occur on a continuous 
basis. 
 
The researcher agrees with the various authors about customer care and would like to 
emphasise that all personnel must develop a culture of support and care towards contracted 
brokers. The empowering of personnel to take decisions must be supported by top 
management. Personnel should be trained to acquire the necessary skills and knowledge to 
become totally service-oriented.  
 
 
2.6 SUMMARY 
 
In this chapter the researcher defined the customer and the competitors from the 
Metropolitan Broker Division. The different strategies and criteria as described by various 
authors about TQM, service quality and customer expectations and needs were discussed. 
The chapter concludes with a discussion on customer care. Insurance companies mainly 
strive to differentiate themselves from their competitors through the delivery of a quality 
service. In the next chapter the researcher analyses the concept of employee empowerment, 
relationship marketing and the role of information technology. 
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CHAPTER 3 
 
 
 
CUSTOMER SERVICE THROUGH EMPLOYEE EMPOWERMENT, 
RELATIONSHIP MARKETING AND INFORMATION TECHNOLOGY 
 
 
 
 
3.1 INTRODUCTION 
 
In chapter two the researcher defined who the customer and competitors are and outlined 
the criteria of service quality, the criteria that determine satisfactory service provision, 
customer expectations and needs, and concluded with customer care requirements. The aim 
of this chapter is to identify the criteria for employee empowerment, the benefits of 
relationship marketing and the role that information technology could play in delivering a 
quality service to contracted brokers.  
 
 
3.2 EMPLOYEE EMPOWERMENT 
 
Empowerment is a process of enhancing the feelings of self-efficacy among employees 
through the identification of conditions fostering powerlessness and, through their removal 
by both formal practices and techniques, providing efficacy information (Ivancevich and 
Matteson, 1999:378). 
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Empowerment consists of the following five steps: 
 Step 1: To identify the conditions existing in the organisation that lead to feelings of 
powerlessness among employees. The reasons might include factors such as poor 
communication, the management style, reward systems or the nature of the job. 
 Step 2: Implementing strategies and techniques. Activities including participative 
management, goal-setting programmes, merit-based reward pay systems and job 
enrichment are examples of empowerment.  
 Step 3: These programmes are used to remove the identified conditions that contribute 
to powerlessness and to provide self-efficacy information to subordinates. Self-efficacy 
is the belief in one’s effectiveness. Employees with high self-efficacy are more self-
assured, have high confidence levels and are normally successful in all activities they 
undertake. 
 Step 4: Receiving the information results in feelings of empowerment due to the 
increase in self-efficacy. This strengthens the effort-performance expectancies.  
 Step 5: The enhanced empowerment feelings are now translated into behaviours. These 
include increased activities towards task accomplishment. 
 
Milakovich (1995:28-29) described empowerment as a state of mind or attitude shared by 
employees in a company. He remarked that employees are empowered when they receive 
the necessary training, knowledge and experience to identify and respond to the needs of 
customers. He elaborated that empowerment is the delegation of authority and resources to 
those employees serving the customers. 
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Payne (1995:99) pointed out what empowerment of employees means in a practical sense 
and concluded that employees must receive the following: 
 information regarding the performance of the company; 
 rewards based on the company’s performance; 
 necessary knowledge to enable them to understand and contribute to the performance of 
the company; and 
 necessary power to make decisions influencing the company’s direction and 
performance. 
 
According to Payne (1995:99-101) the empowering of employees might lead to a quicker 
and more flexible response to the customer’s needs.  He noted that this can improve 
employee motivation and job satisfaction. Payne (1995:100) suggested that employee 
empowerment may be limited to suggestions, while the decision-making power remains 
with management.   
 
Palmer (1998:195) affirmed that empowerment has become a popular management term, 
giving more authority to employees to act on their own initiative without consulting 
management for a decision. A speedy decision taken by the employee can influence the 
customer’s service perception. He suggested that successful empowerment of employees 
demands certain criteria, namely: 
 a shared vision exercised between management and employees in creating value for 
customers; 
 a clear guideline from management regarding the desired outcomes and processes; 
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 the ability from empowered employees to empathise with customers; 
 management support of employees’ decisions, even if they are occasionally wrong; 
 employees’ willingness to act in teams to provide a customer-focused solution to 
problems; and  
 an employee appraisal system assessing their ability to take responsibility for their 
actions. 
 
Perrealt and McCarthy (1996:632-633) elaborated that there are two factors necessary to 
improve how employees implement quality service: training and empowerment. They 
believed that training of employees should include role-playing to handle different types of 
customers and that organisations committed to service quality empower their employees to 
satisfy the customer’s needs. According to Perrealt and McCarthy (1996:632-633) 
empowerment gives an employee the authority to correct a problem without first checking 
with management. 
 
 
3.3 THE ROLE RELATIONSHIP MARKETING PLAYS 
   
Kotler (1997:12-13) defined relationship marketing as “… the practice of building long-
term satisfying relations with all key parties such as customers, suppliers and distributors, 
in order to retain their long-term preference and business”. He further added that 
relationship marketing results in strong economic, technical and social ties amongst all 
parties involved. Kotler (1997:12) pointed out that relationship marketing leads to a unique 
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asset, namely a marketing network. Kotler (1997:12-13) also stated that a marketing 
network consists of a company’s stakeholders, customers, employees, suppliers, 
distributors, retailers and others with whom it builds a mutually profitable business 
relationship. 
 
Lamb, Hair and McDaniel (1998:9-10) described relationship marketing as a strategy 
which entails forging long-term partnerships with customers. They stressed that companies 
should build a relationship with their customers by offering value and providing customer 
satisfaction. This leads to customers being loyal to firms that provide greater value and 
satisfaction than they expect from competing companies.  
 
Lamb et al. (1998:10) remarked that the social bonding that takes place between the service 
provider and the customer involves a personalised customisation of the relationship.  
 
Palmer (1998:106-109) stated that relationship marketing could be classified into three 
broad approaches, based on Berry’s conceptualisation of three levels of relationship 
marketing (1995), namely: 
 Tactical level: Relationship marketing is used as a promotional tool and developments 
in information technology spawned short-term loyalty schemes. 
 Strategic level: A process whereby customers are tied-in through economic, 
technological, geographical and time bonds. 
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 Philosophical level: Relationship marketing refocuses marketing strategy away from 
products towards the customer relationship lifecycle. On this level, the employees of 
the organisation are used to meet the lifetime needs of the customers. 
 
Christopher et al. (19991:8-9) indicated that the emphasis of marketing had moved away 
from a transaction focus to a relationship focus and that these changes can be characterised 
as follows: 
 Transaction marketing: This type of marketing focuses on the product feature and there 
is almost no emphasis on customer service or commitment towards the customer. The 
quality is primarily the concern of the production department. 
 Relationship Marketing: This type of marketing focuses on the benefit of the product 
and there is high customer commitment. The primary focus is on the retention of the 
customer and quality is the concern of all employees. 
 
Payne (1995:30) used the Cranfield School of Management-approach to relationship 
marketing to illustrate the transition from transaction marketing to relationship marketing. 
He included the following elements: 
 the move from functionally based marketing to cross-functionally based marketing; 
 the shift from marketing activities emphasising customer acquisition to marketing 
activities emphasising customer retention; and  
 an approach addressing key markets and not only traditional customer markets. 
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Christopher et al. (1991:4) described relationship marketing orientation as “… bringing 
together customer service, quality and marketing” and used the following diagram to 
illustrate their view: 
  
Diagram 3.1: Relationship Marketing orientation 
 
 
 
 
 
 
 
 
 
  
 
 
            Relationship Marketing 
 
  Source: Christopher et al. (1991:4) 
 
In conclusion, the researcher observed that relationship marketing could be used to gain a 
competitive advantage over the opposition, especially in the financial services where 
competition is very fierce. With relationship marketing, a better relationship could be built 
with contracted brokers and this might lead to the rendering of a quality service. 
 
3.3.1 Steps in establishing a relationship marketing programme 
Kotler (1997:711-712) identified five main steps in establishing a relationship-marketing 
programme for a company: 
   Quality 
 
 
 
  Marketing 
 
 
 
 Customer 
 service 
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 Identifying key customers: The company must identify its five to ten largest customers 
and designate them for relationship marketing. Customers showing exceptional growth 
can be added to the list at a later stage. 
 Assigning a skilled relationship manager to each key customer: The employee servicing 
the customer needs to gain experience and knowledge in relationship marketing. 
 Developing a job description for relationship managers: A complete description of 
duties should include the reporting relationships, objectives, responsibilities and 
evaluation criteria. Each manager will manage only a few “relationships”. 
 Appointing a manager to supervise the relationship managers: This person will be 
responsible for the development of job descriptions, evaluation criteria and resource 
support to increase the effectiveness of the relationships. 
 Relationship managers developing long-range and annual relationship plans: The 
annual plans to stipulate objectives, strategies, specific actions and required resources. 
  
Lamb et al. (1998:336-337) suggested that relationship marketing can be practised at the 
following three levels: 
 Level 1: The company uses a price incentive to encourage customers to continue doing 
business with them – the least effective in the long-term because competing companies 
can easily imitate it. 
 Level 2: In this level the company seeks to build social bonds with their customers – 
this level has a bigger potential for keeping the company ahead of the competing 
companies. 
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 Level 3: During this level the company adds structural bonds to the existing financial 
and social bonds – value-added services are offered that are not readily available from 
other competing companies. 
 
The researcher agrees with the authors about establishing relationship marketing 
programmes, but suggests that the broker consultants must be empowered to identify their 
top contracted brokers. They can then be developed into loyal customers through various 
programmes and involving them in decision-making processes. Each consultant should gain 
the necessary skills and knowledge for implementing a relationship-marketing programme.   
 
3.3.2 Managing relationship marketing 
Christopher et al. (1991:135) claimed that quality leadership does not happen by chance, 
but the challenge is to bring customer service, quality and marketing closer into alignment. 
Christopher et al. (1991:116) described quality leadership by means of Diagram 3.2. 
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Diagram 3.2: Quality leadership diagram 
 
     5) Quality leadership 
                  Leading the market innovatively: 
                 quality becomes competitive advantage 
    4) Continuous 
     improvement              Reviewing programmes and  processes  continuously;     
                                establishing supplier partnerships: quality becomes 
                  cost efficient 
   3) Increasing 
    involvement                “Closing the loop” between external and internal customers: 
                total staff involvement 
  2) Signalling                    Organising quality improvement teams, internal feedback  
   commitment             and diagnosis; new programmes and processes:  
           communicating successes 
  1) Developing     Setting up the quality philosophy; defining customer’s  
   strategy      expectations and current experiences: discovering the critical 
           quality gaps 
 
 Source: Adapted from Christopher et al. (1991:118) 
 
Christopher et al. (1991:117-131) described the leadership curve as follows: 
 The first point to remember is that the model can enable you to set your expectations on 
the way to quality; to act strategically and to be on the lookout for problems and 
opportunities.  
 Quality leadership is the ultimate goal of a quality improvement process, while quality 
leadership is a moving target that includes a series of leadership steps that should be 
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taken on the way. Each phase consists of special characteristics and some problems 
might be experienced before moving on to the next phase. 
 Quality leadership is a qualitative target, involving transitions to be made on the way. 
This can be seen as a process of “learning by doing” that includes logical planning of 
steps for advantage, setting-up of individual projects and putting in place motivational 
and organisational structures. 
 The most important criteria to bear in mind is the quality goal predicted on the 
sovereignty of the customer and their shifting expectations. 
 This is a process that involves the participation and support of all people and will thus 
become the internal driving force for quality leadership. This can be seen as the service-
quality drivers, because they actually energise the structures that are connected with the 
planning, improving and controlling of quality solutions and service support. 
 Quality leadership will, over time, involve a radical shift in the way people get along 
with each other and the responsibility they take for the work they do. Quality leadership 
needs both social and technical skills. 
 Certain quality “traps” can influence the leadership curve: 
 Communication must have a coherent logic that fits the evidence of its past 
experience – internal communication performs best when it has been designed to 
“preach to the converted”. 
 Training in skills for individuals is necessary so that they can adjust to changing 
work contexts. To be cost-effective, it will be important to invest in how people 
learn, and then to develop a training programme. 
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 It is not necessary to change the culture of the company, but a series of coherent 
actions that confirm the strategic intention might be necessary.  
 All employees must be involved in the process. Many employees are so focused on 
resolving their daily problems that they shut out messages that might signal 
opportunities or possibilities. 
 If quality circle networks are not connected to the organisation’s hierarchy through a 
quality planning group or steering group, they tend to “float off” the organisational 
chart. 
 It is important to set standards according to the expectations of the customers. Clear 
process definitions, usually achieved by a flow chart, are needed. 
 The quality improvement process can reduce the cost of quality. It is therefore vital 
to attend to aspects such as eliminating waste in resources and time, without 
reducing the value to the customer. An important strategic imperative is not to set up 
projects at great speed, but rather to set them according to the quality leadership 
goal, taking small steps at a time after checking the outcomes and feedback, internal 
or external. 
 
Christopher et al. (1991:144-147) advised that quality should be engineered into the process 
rather than to “inspect it into the output”. The challenge according to them is that the 
production and delivery of service often occurs at the same time. 
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Christopher et al. (1991:165-166) illustrated that organisational effectiveness and 
successful implementation of organisational change comes through the careful 
orchestration of the seven elements from the “Seven S” model. 
  Diagram: 3.3: The Seven ‘S’ model 
 
 
 
  
 
 
 
 
 
 
  Source: Christopher et al. (1991:164) 
   
Christopher et al. (1991:164-165) described the framework as follows: 
 Shared values: The ideas that are right and desirable in both corporate and individual 
behaviour, that are typical of the company and known to most employees. To become a 
fully customer-driven organisation where the customer comes first and where service is 
paramount. 
Strategy 
Structure 
Shared 
Values 
Style 
Skills 
Systems Staff 
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 Structure: The organisational chart showing the different divisions, who is responsible 
for what tasks and who reports to whom. The structure must be based on the different 
markets and geographical area. Marketing staff to be decentralised to render closer 
support and quicker service to customers.  
 Strategy: A set of coherent actions aimed to gain a competitive advantage over 
immediate competition. A detailed integration plan for the development of marketing 
orientation. Formulation of the market and mission definitions. A detailed specification 
of marketing objectives. Commitment by all employees to the implementation of 
strategy. 
 Systems: The procedures and processes to get things done on a daily basis. Should 
include customer and competitor intelligence reports, market planning and control 
systems, and performance appraisal and remuneration systems to support the marketing 
orientation and financial reports reflecting profitability. 
 Style: The way in which managers behave with respect to the use of time, attention and 
symbolic actions. Top management support for customer-related activities needed. The 
use of an open communication channel between all functional and marketing 
employees. A reward and recognition of customer and market-oriented behaviour 
system. 
 Skills: The capabilities possessed by the organisation as a whole as distinct from those 
of individuals. The importance of analytical skills required in, especially, the segment 
markets and the identification of decision-making units. A broad knowledge of the 
market in which customers operate. The continuous training of all employees. 
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 Staffing: The employees of the organisation, considering the corporate demographics 
and not the individual personalities. The recruitment of adequate employees with the 
pre-requisite marketing skills. 
 
According to Christopher et al. (1991:165-166) the average companies tend to place the 
emphasis on strategy, structure and systems while the top companies place the emphasis on 
basically all seven elements of the framework. They further advised that the starting point 
should be with the shared values of the company reflecting the positive key aspects of the 
company’s culture. The shared values can be seen as the “glue” that holds the company 
together. The model also illustrates that the organisational effectiveness and successful 
implementation of the organisational change happens through the careful orchestration of 
all seven elements. 
 
Woodruffe (1995:99-101) proposed the following as strategic planning in relationship 
marketing: 
 Objective setting: The major objective is quality, because this is applicable to service 
marketing where delivery of quality service is the most important factor. 
 The mission: The mission statement provides a centralised and strategic focus for the 
organisation. Customer service should be included in the mission statement. 
 SWOT analysis: This provides the organisation with an in-depth internal examination of 
the strengths and weaknesses. The competitive environment must also be examined, 
giving a clear indication of factors such as rivalry and barriers to entry. The main 
objective is to identify opportunities and threats. 
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 Market analysis and segmentation: An analysis of the six market groups, as identified 
in section 2.5.3, must be included. Informal communication might be required to build 
and maintain the relationship. Internal markets must also be analysed to determine the 
best way of segmenting. 
 Strategy formulating: Management needs to select the appropriate options that ensure 
the greatest chance of successfully achieving the organisation’s goals. 
 Developing the relationship marketing mix: The marketing mix must be tailored to the 
six markets already identified. Relationship marketing can therefore be used to 
differentiate between the organisation’s product and service.  
 
The researcher agrees with the above strategic planning as set by Woodruffe (1995:99-
101), but is of the opinion that each regional office must have its own mission statement 
due to the fact that the culture of personnel differs from branch to branch and the 
competitive environment is also different. The process of setting objectives and SWOT 
analysis must be a yearly process. 
 
 
3.4 THE ROLE OF INFORMATION TECHNOLOGY 
 
Palmer (1998:109) observed that developments in information technology had dramatic 
effects on developing relationship-marketing activities. He stressed that the development of 
powerful user-friendly databases allowed organisations to recreate in a computer what the 
individual small business owner knew in his or her head. He remarked that the 
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developments also allowed companies to enter individual dialogues with their customers 
through electronic mail systems. 
 
Hellriegel et al. (1999:98) mentioned that technology forces play a pivotal role in creating 
and changing the organisation’s task environment and that technological change builds on 
the present situation and helps to create the future. Hellriegel et al. (1999:367-368) stressed 
that two characteristics distinguish a service organisation from a manufacturing 
organisation, namely: 
 Intangibility: The output from a service provider is intangible and cannot be stored, 
meaning that it must be used immediately or it will be lost forever. 
 Closeness of customer: Both customer and client are simultaneously involved in the co-
production of service. Service providers deal directly with their customers. 
 
According to Hellriegel et al. (1999:367-368) the service provider is responsible for 
ensuring that the customer receives service quality during each stage. 
 
Hill (2000:10-13) disclosed that the technological changes in the global market made 
globalisation of markets a reality. He mentioned the importance of the following as the 
main criteria: 
 Microprocessors and telecommunications: The most important innovation – enables the 
growth of high-power and low-cost computing that increases the information that can 
be processed by employees of a company. 
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 The Internet and World Wide Web: Connecting millions of users via personal 
computers – promises to develop into the information backbone of the future economy. 
Included is the web-based electronic commerce known as e-commerce. 
 
The researcher agrees that technological changes and adaptation to such changes could 
benefit any service provider. It must be mentioned that Metropolitan Life strives to keep up 
with change, but a bigger effort is needed to speed-up such changes. The researcher is of 
the opinion that, if contracted brokers have access to their clientbase through the intranet 
used by Metropolitan Life, the quality of service provided would be improved. 
 
Palmer (1998:286) remarked that the use of electronic media offers service providers 
greater opportunities to tailor their service offer to the needs of customers. He stressed that 
the development of the World Wide Web has opened up extensive promotional channels 
for people who have access to the Internet. 
 
Du Plessis et al. (1995:145-150) reported that technology is often used in service delivery 
and used the example of an insurance broker using a laptop computer to do calculations for 
a client. They further added that the proper use of technology is an essential contributor to 
service quality. 
 
O’Brien (1996:508) emphasised that all technology such as telecommunications, office 
automation systems and computer-based systems must be managed as integrated systems of 
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organisational resources. He pointed out that the development of advanced technology 
would influence the competitive position of many companies. 
 
Hellriegel et al. (1999:367-368) claimed that there are two types of service technologies: 
routine and non-routine. He described them as follows: 
 Routine technologies: Organisations operating in stable environments and serving 
customers who are relatively sure of their needs. The information exchanged is 
normally simple and the tasks are standardised, ensuring that employees interact with 
customers for only a short period of time. 
 Non-routine technologies: Organisations operating in changing environments and 
serving customers who are unsure of their needs. Service providers using this 
technology include those in the legal, brokerage, marketing and advertising professions.  
Meetings with customers normally last longer, but the outcome depends on the 
willingness of the customer to provide the service provider with all the relevant 
information to rectify the problem. 
 
 
3.5 SUMMARY 
   
In this chapter the researcher defines how to empower employees, the role that relationship 
marketing could play and the effective use of information technology. With effective 
employee empowerment, the use of relationship marketing and modern information 
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technology processes, Metropolitan Broker Division could become a strong competitor in 
the insurance industry. The chapter concludes with the role of information technology. 
 
In the next chapter the researcher outlines the empirical study. This includes a discussion 
on the research design, methodology used and the construction of the questionnaire. 
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CHAPTER 4 
 
 
 
THE EMPIRICAL STUDY 
 
 
4.1 INTRODUCTION 
 
 “To behold is to look beyond the fact; to observe, to go beyond the observation. Look at a 
world of men and woman, you are overwhelmed by what you see. Select from that mass of 
humanity a well-chosen few, and these observe with insight, and they will tell you more 
than all the multitudes together. This is the way we must learn: by sampling judiciously, by 
looking intently with the inward eye. Then, from these few that you behold, tell us what you 
see to be true.”  Leedy  (1997:189). 
 
The objective of this chapter is to identify the factors that influence the quality of service to 
contracted brokers and the back-up service that the Metropolitan Broker’s office receives 
from other departments within Metropolitan Life. The study was conducted amongst 
employees of the Metropolitan Broker Division and selected contracted brokers. 
 
The information obtained in the empirical study may be applied to any financial institutions 
to improve the level of service quality. 
 
The aim of this chapter is to describe the research design, research methodology, 
questionnaire construction and design, and the measuring method. It will conclude with the 
pilot study.    
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4.2 RESEARCH DESIGN 
 
Leedy (1997:3) defined research as the systematic process of collecting and analysing 
information (data) to give us a thorough understanding of the subject in which we are  
interested. The research design forms a key element of the empirical study and the total 
success of the study. Leedy (1997:93) claimed that the design process could be seen as the 
planning of the research, the visualisation of the data and the problems experienced with 
the use of such data in achieving the final outcome of the research project.   
 
The research design adopted was that of non-experimental research which is used in 
organisations to measure people’s opinions. The empirical study was an investigation into 
the quality of service that the Broker’s Division renders to their contracted brokers. 
 
The data was collected from five geographical areas in South Africa. The main objective of 
the study was to identify whether or not the service provided by Metropolitan Broker’s 
Division to contracted brokers is satisfactory. 
 
The study was not a comparative study, comparing the quality of service with other 
insurance companies, but rather focused on the opinion of brokers contracted to 
Metropolitan as to how the level of service quality can be improved. The “questionnaire” 
was the primary data collection method used to explore the perceptions of quality service 
provided. 
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4.3 RESEARCH METHODOLOGY 
 
The research method that was followed included a literature study and an empirical study, 
used to solve the main and sub-problems as stated in chapter one. The following broad 
procedure was followed: 
 Literature survey: Literature survey to determine what is meant by service quality and 
the specification thereof. The objective of the literature survey was to provide a 
theoretical framework of guidelines that can serve as a model for improving the level of 
service quality. 
 Literature overview: Guidelines for achieving effective service quality were identified 
from the literature. The literature study underlined the importance of quality service 
from an organisation to their customers. 
 Empirical study: The researcher obtained the empirical data by means of a postal 
survey and personal interviews in order to measure the extent to which the company 
adheres to the theoretical framework. A mail survey, in the form of a questionnaire, was 
drawn up by the researcher and was conducted amongst the following: 
 one provincial manager; 
 five regional managers; 
 five administrative managers; 
 seventy-five broker consultants and administrative personnel to establish what 
criteria are set to provide a satisfactory service to contracted brokers; and 
 three hundred contracted brokers. 
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The reason for choosing the above-mentioned managers and consultants was because 
they come into direct contact with all contracted brokers and are in a good position to 
know what the necessary criteria are. 
 Statistical analysis of data: The researcher used a computer programme, Microsoft 
Excel, to analyse the results from the two surveys. Through the programme, all data for 
each questionnaire was tabulated. The results of the questionnaire will be analysed in 
chapter five.  
 Integration of results: The integration of the empirical results and the literature 
findings were integrated into a proposed guideline for the Metropolitan Broker Division 
and other financial institutions that are striving to render a quality service towards 
clients. 
 Conclusions and recommendations: The results from the statistical analysis and 
integration with the literature findings in chapter five are summarised in chapter six, 
which outlines the recommendations. 
 
 
4.4 QUESTIONNAIRE CONSTRUCTION 
 
The researcher used two questionnaires; one to be completed by the contracted brokers and 
the other one by Broker Division personnel. The researcher found it necessary to identify 
the language group, gender, and years of experience as well as contracts with other 
insurance companies that the broker belonged to. This information assisted the researcher 
to determine the influences and reactions on statements posed to respondents. 
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The researcher also found it applicable for the Broker Division personnel to indicate their 
home language, gender and position held. This assisted the researcher in identifying the 
influence of differences that exist amongst the personnel.  
 
A four-point scale, ranging from strongly agree to strongly disagree, was used in both 
questionnaires to determine the views of respondents regarding the service they receive 
from the Broker Division and service from other departments.  
 
The questionnaires were subjected to detailed preliminary scrutiny before being sent to 
respondents. The Provincial Manager and five regional managers from the Metropolitan 
Broker Division and Dr M Tait from the Department of Business Management at the 
University of Port Elizabeth scrutinised the questionnaires. They found that the 
questionnaires were suitable for determining the objectives of the research and that an 
analysis could be made from the information requested from the respondents. 
 
4.4.1 Design of the questionnaires 
The researcher used a closed question format consisting of short and simple structured 
statements in order to encourage responses. The respondent could choose one of four 
preferences ranging from strongly agree to strongly disagree. The researcher grouped the 
questions for the contracted brokers into three specific sequences, namely the service 
regarding the consultant, the service from administrative personnel and service from the 
regional manager. This sequence was purposefully done to ensure that the contracted 
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brokers responded more freely. The respondents had to complete a questionnaire consisting 
of thirty statements. 
 
The researcher also grouped the questions for the Broker Division into three specific 
sequences, namely the service they receive from head-office, the service from the central 
office and personal questions about themselves. The researcher felt this sequence was the 
most appropriate to follow, simply to ensure that the respondents did not lose interest or 
become bored. The respondents had to complete a questionnaire consisting of twenty 
statements. 
 
4.4.2 Administration of the questionnaires 
The researcher obtained permission from the Provincial Manager, Metropolitan Broker 
Division, to conduct a survey within the southern region, including five different branches. 
The researcher sent both questionnaires with a covering letter to the different regional 
managers for distribution. The researcher suggested to the regional managers that they 
identify a random sample of brokers that included different brokerage forms, different 
racial groups, as well as male and female brokers. All questionnaires were sent out early in 
August 2000. The researcher held a meeting at the beginning of October 2000 with eleven 
broker consultants from the five regions to discuss the reason for the research. During this 
meeting the researcher stressed the importance of the research and all the representatives 
agreed to the applicability thereof. A second meeting with the same representatives was 
held in Cape Town on 22 October 2000 to discuss the progress of the survey. During this 
meeting it was evident that the attitude of both contracted brokers and administrative 
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personnel towards the completion of the questionnaire was positive. It was also evident that 
the need for rendering a quality service is important to stay competitive in the financial 
services industry, especially in the insurance industry.  
 
Although there are 1 577 contracted brokers in the southern region, only 1 025 are active in 
selling Metropolitan Life products. A random sample of sixty brokers per region was used 
in the research, representing almost thirty percent of active brokers. After receipt of the 
completed questionnaires the data was recorded on the computer programme, Microsoft 
Excel, and tabulated according to the questions. 
 
4.4.3 Measuring instrument  
As mentioned, the researcher developed a comprehensive questionnaire for this research 
project to determine the service criteria that will be satisfactory to contracted brokers. The 
following areas were covered: 
 the influence of communication on service quality; 
 the influence of teamwork on service quality; 
 the primary goal of Metropolitan brokers; 
 the influence of modern technology on service quality; and 
 the influence of insurance and management knowledge on service quality. 
 
As mentioned in chapter one, the researcher analysed the data according to the ten 
dimensions of  Zeithaml et al. (1990:20-22). These are:  
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(1)  Reliability 
The consistency of performance dependability, which means that the organisation renders a  
“first time right” service and that the organisation honours a promise to customers. 
(2)  Responsiveness 
The willingness or readiness of employees to provide service as well as the speed of the 
service. 
(3)  Competence 
The possession of the required skills and knowledge by employees to perform the service. 
(4)  Access 
The approachability and ease of contact.  
(5)  Courtesy 
Politeness, respect, consideration and friendliness of the contact employees and includes 
the clean and neat appearance of the employees. 
(6)  Communication 
Customers to be kept informed in an understandable language and organisations to listen to 
the requests of the customers. 
  (7)  Credibility 
Trustworthiness, believability and honesty as well as having the customers’ best interest at 
heart. 
(8)  Security 
Free from any danger; physical safety and confidentiality are also included. 
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(9)  Understanding/knowing the customer 
Efforts made to learn the customers’ specific requirements and to provide individualised 
attention to the customer. 
(10)  Tangibles 
Physical evidence of the service. 
 
4.4.4 Identification of respondents 
The researcher attempted not to ask personal or insulting questions. The questionnaire was 
completed anonymously by the respondents and was treated as confidential. The 
respondents had a choice on whether or not to complete the questionnaire, within their own 
time. No pressure or influence from anyone was allowed. The researcher was able to 
identify the regions from which the completed questionnaires were received by asking the 
regional managers to put their respective branch codes on the questionnaires. The reason 
for this was to give feedback to the regional managers regarding outstanding questionnaires 
and to send them a complete analysis of their region with a view to improvement. 
 
4.4.5 Pilot study 
The aim of the pilot study was to ensure that all questions were understandable to all parties 
involved and that they were relevant to the research programme. Gofton & Ness (1997:110-
111) stressed that a pilot study involves administering draft questions to a small sample of 
subjects, drawn from the same groups as those from which the final version will be 
administered. They further stressed the importance of clear and unambiguous questions. 
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The researcher had insight into various past questionnaires, used basically in the financial 
industry. The researcher also approached the five regional managers for their input. The 
researcher utilised all this information and with the ten determinants of service quality, as 
described by Zeithaml et al. (1990:21-22), compiled a draft questionnaire. The draft 
questionnaire was sent to the various regional managers for their respective approval. The 
feedback from the regional managers was positive and they experienced no problems 
regarding the statements on the questionnaires. After the pilot study the researcher made no 
adjustments to the questionnaires and the final questionnaires were ready for printing and 
distribution. 
 
4.4.6 Validity and reliability 
According to Leedy (1997:32), validity and reliability are two words a researcher will 
encounter repeatedly in research methodology. He also stressed that the integrity of the 
research depends on the validity and reliability of the study. Leedy (1997:32-36) described 
the two concepts as follows: 
 Validity: Validity is the soundness and effectiveness of the measuring instrument and 
raises questions such as: What does the test measure? Does it measure what it is 
supposed to measure? How comprehensively and accurately does it measure? Six 
common types of validity methods are used: 
 Face validity: This relies on the subjective judgement of the researcher and refers to 
whether the statements are appropriate. 
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 Criterion validity: Validity is determined by relating performance on one measure 
to performance on another measure, set as a standard against which to measure the 
results. 
 Content validity: The accuracy with which the instrument measures the factors in 
the research. 
 Construct validity: The degree to which the content of the study is actually 
measured. 
 Internal validity: This validity can be seen as freedom from bias in formulating 
conclusions, based on the data received. 
 External validity: This validity is the degree in generalising the conclusions reached 
in the research. 
 
 Reliability: Reliability is basically the consistency of measures used. The more 
consistent the results are the more reliable will the measuring procedure be.  
 
The researcher used the ten dimensions of service quality from Zeithaml et al. (1990:20-22) 
and the five components that customers use to evaluate service quality, from Lamb et al. 
(1998:361), to measure and analyse the results. The researcher believes and acknowledges 
that the above authors are pioneers in this study field and confirms that the results from this 
analysis are consistent and therefore the measuring techniques reliable. 
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4.5 SUMMARY 
 
In this chapter the researcher explains the research methodology used and, in particular, the 
questionnaires’ construction, the administration of the questionnaires, the measuring 
method and the pilot study. The main purpose of the questionnaires was to test the 
perceptions of the contracted brokers about the service they receive from the Metropolitan 
Broker Division and the service that the administrative personnel receive from other 
departments within the company. 
 
The response from the contracted brokers was not as good as the researcher expected. The 
overall responses represent 39% of the sample size. The reason for such a low response rate 
was due to the lack of communication between the consultants and their brokers. It was 
evident that some of the consultants fear a bad reflection on the service they provide to 
contracted brokers. 
 
The responses of the administrative personnel were fair. The overall responses represented 
76% of the sample size, which was also the total population size. From the findings the 
researcher could draw up a guideline for improvements to be used by the Metropolitan 
Broker Division and other financial institutions. 
 
In the next chapter, a detailed analysis of the responses is made and the findings are 
tabulated. 
 
CHAPTER 5 
 
 
 
 
ANALYSIS AND INTERPRETATION OF THE EMPIRICAL STUDY 
 
 
 
 
5.1 INTRODUCTION 
 
In chapter four the researcher discussed the research methodology, the design and the 
construction of the questionnaire. The chapter concluded with the measuring method used 
and the pilot study. 
 
The aim of this chapter is to analyse and interpret the results of the survey. In order to 
develop a guideline to assist a Metropolitan Broker Division, a number of statistical 
calculations were used to calculate the median, average and percentage of the responses.  
 
The outcome of each statement, as presented to the respondents, is presented followed by 
an interpretation relating to the theoretical framework outlined in chapters two and three. 
 
 
5.2 RESPONSE RATE 
 
A total of eighty-six questionnaires were distributed amongst the personnel of the five 
branches of the Metropolitan Broker Division in the southern region. 
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The regional managers of the five branches assisted the researcher with the distribution of 
the questionnaires. A total of three hundred questionnaires were distributed amongst 
contracted brokers in the previously mentioned five regions. 
 
Both questionnaires were sent out in early August 2000. 
 
A total of sixty-six questionnaires from the Metropolitan personnel were suitable for 
analysis. This represents a response rate of 76.7 percent. 
 
A total of one hundred and seventeen questionnaires from contracted brokers were suitable 
for analysis. This represents a response rate of 39 percent. 
 
 
5.3 ANALYSIS OF THE RESULTS 
 
The researcher first discusses the internal responses and then the external responses.  
 
5.3.1 Internal survey analysis 
The aim of statement one is to analyse the respondents’ perceptions of the service they 
receive from head office and if the service delivered is prompt and on time. Diagram 5.1 
summarises the responses in terms of language. 
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Statement 1: The service I receive from head office is prompt and on time 
Diagram 5.1 
Statement 1 Afrikaans English African 
Strongly Agree 6 0 27 
Agree 61 47 18 
Disagree 19 42 27 
Strongly Disagree 14 11 27 
 
 
Of all the respondents, 61% of the Afrikaans and 47% of the English speaking personnel 
agree to the statement, while only 18% of the African speaking personnel agree with the 
statement. The reason for the different views from the African speaking personnel might be 
the lack of proper communication skills due to the fact that the main corporate 
communication language of Metropolitan Life is English. 
 
The objective of statement two is to analyse the respondents’ perceptions of whether or not 
the staff at head office are well trained and knowledgeable. Diagram 5.2 summarises the 
responses in terms of language. 
 
 
STATEMENT 1
0
20
40
60
80
Strongly
Agree
Agree Disagree Strongly
Disagree
Pe
rc
en
ta
ge Afrikaans
English
African
 
 4 
Statement 2: The people I deal with at head office are well trained and knowledgeable 
Diagram 5.2 
Statement 2 Afrikaans English African 
Strongly Agree 17 5 36 
Agree 61 58 9 
Disagree 17 37 36 
Strongly Disagree 6 0 18 
 
 
The response shows that 61% Afrikaans and 58% English speaking personnel agree with 
the statement posed, while 36% African speaking personnel either strongly agree or 
disagree with the statement. It is evident that a higher percentage of personnel believe that 
the staff are well trained and knowledgeable, while some feel that there is a lack of training 
and a shortage of knowledgeable personnel.  
 
The goal of statement three is to measure the speed of the response on queries from head 
office personnel to regional branches. Diagram 5.3 summarises the responses in terms of 
language.  
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Statement 3: Head office personnel respond quickly to my queries 
Diagram 5.3 
Statement 3 Afrikaans English African 
Strongly Agree 11 0 9 
Agree 42 42 36 
Disagree 47 53 27 
Strongly Disagree 0 5 27 
  
 Most of the respondents either disagree or strongly disagree with the statement, meaning 
that there is concern amongst the personnel that a lack of responsiveness by head office 
personnel exists. There is also a positive feeling amongst some personnel that head office 
personnel do respond quickly to their queries. These represent an average of 40% of all 
languages.  
 
The aim of statement four is to analyse if the administrative personnel experience the head 
office personnel as courteous and friendly. Diagram 5.4 summarises the responses in terms 
of language. 
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Statement 4: Head office personnel are courteous and friendly 
Diagram 5.4 
Statement 4 Afrikaans English African 
Strongly Agree 11 11 0 
Agree 78 58 64 
Disagree 11 32 36 
Strongly Disagree 0 0 0 
 
The result shows that head office personnel are courteous and friendly irrespective of 
language. This is a positive sign and confirms the importance of staff in portraying a 
positive attitude towards service quality. This includes respect, consideration, politeness 
and friendliness of head office personnel. 
 
The objective of statement five is to determine if it is easy to contact service personnel. 
Diagram 5.5 summarises the responses in terms of language. 
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Statement 5: It is easy to contact service personnel at head office 
Diagram 5.5 
Statement 5 Afrikaans English African 
Strongly Agree 11 0 9 
Agree 44 47 27 
Disagree 42 53 64 
Strongly Disagree 3 0 0 
 
The majority of personnel (irrespective of language) disagree with the statement while an 
average of almost 40% agree that it is easy to contact service personnel at head office. 
Some of the respondents indicate that they experience difficulty in contacting personnel in 
the Methealth Division of Metropolitan.   
 
The goal of statement six is to identify if head office informs broker branches of changes 
that will take place. Diagram 5.6 summarises the responses in terms of language. 
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Statement 6: Head office always informs me about changes that will take place 
Diagram 5.6 
Statement 6 Afrikaans English African 
Strongly Agree 6 5 9 
Agree 53 42 64 
Disagree 42 32 27 
Strongly Disagree 0 21 0 
 
Most of the respondents agree with the statement while an average of 34% disagree with 
the statement. Some of the respondents indicate that they are not informed beforehand of 
some changes that will take place, especially with new requirements in the New Business 
Department at head office. 
 
The goal of statement seven is to determine if stationery is received on time. Diagram 5.7 
summarises the responses in terms of language. 
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Statement 7: Stationery is received on time 
Diagram 5.7 
Statement 7 Afrikaans English African 
Strongly Agree 6 5 0 
Agree 25 21 73 
Disagree 53 32 9 
Strongly Disagree 17 42 18 
 
From the results, 70% Afrikaans and 74% English personnel disagree or strongly disagree 
with the statement while 73% African speaking personnel agree with the statement. It 
seems as though cultural diversity regarding time has an influence on the outcome of the 
results.  
 
The aim of statement eight is to determine if the computers are mostly online. Diagram 5.8 
summarises the responses in terms of language. 
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Statement 8: The computers are mostly online 
Diagram 5.8 
Statement 8 Afrikaans English African 
Strongly Agree 3 21 0 
Agree 78 68 82 
Disagree 19 11 18 
Strongly Disagree 0 0 0 
 
An average of 76% of all respondents (irrespective of language) agrees that the computers 
are mostly online. This is a very positive sign because online services form a very 
important part in rendering a quality service. 
 
The objective of statement nine is to determine if the staff at head office try to solve 
problems. Diagram 5.9 summarises the responses in respect of language. 
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Statement 9: The staff at head office always try to solve my problems 
Diagram 5.9 
Statement 9 Afrikaans English African 
Strongly Agree 3 11 18 
Agree 86 37 64 
Disagree 6 47 18 
Strongly Disagree 6 5 0 
 
An average of 73% of all respondents either agrees or strongly agrees with the statement 
that staff at head office always try to solve their problems. This willingness of staff at head 
office to try and solve problems underlines the importance of a good back-up service. 
 
The aim of statement ten is to identify if the Broker Division’s personnel have enough 
authority to make their own decisions. Diagram 5.10 summarises the responses in terms of 
language. 
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 Statement 10: I have enough authority to make my own decisions 
Diagram 5.10 
Statement 10 Afrikaans English African 
Strongly Agree 3 11 9 
Agree 44 53 18 
Disagree 44 32 45 
Strongly Disagree 8 5 27 
 
According to the median most respondents disagree with the statement, while 53% of the 
English personnel agree with the statement.  Authority forms an important part of 
empowering employees. The level of authority for employees to make their own decisions 
should be improved.  
 
The goal of statement eleven is to identify if the employees see their colleagues as 
competent. Diagram 5.11 summarises the responses in terms of language. 
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Statement 11: My colleagues are competent 
Diagram 5.11 
Statement 11 Afrikaans English African 
Strongly Agree 22 26 9 
Agree 64 74 73 
Disagree 14 0 18 
Strongly Disagree 0 0 0 
 
The median shows that most respondents agree with the statement. A response of 89% of 
all personnel (irrespective of language) either agree or strongly agree with the statement. 
This indicates that most personnel have the required skills and knowledge to perform their 
jobs competently.  
 
The goal of statement twelve is to identify if the personnel are satisfied with the 
relationship with their colleagues. Diagram 5.12 summarises the responses in terms of 
language. 
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Statement 12: I am satisfied with my relationship with colleagues 
Diagram 5.12 
Statement 12 Afrikaans English African 
Strongly Agree 33 26 9 
Agree 50 68 82 
Disagree 11 0 9 
Strongly Disagree 6 5 0 
 
The median shows that most respondents agree with the statement. The result shows that 
89% of all respondents either agree or strongly agree with the statement posed. The 
outcome of these results indicates that there is a willingness to work together as a team. 
 
The objective of statement thirteen is to determine if personnel dislike their work. Diagram 
5.13 summarises the responses in terms of language. 
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Statement 13: I dislike my work 
Diagram 5.13 
Statement 13 Afrikaans English African 
Strongly Agree 3 0 0 
Agree 6 11 0 
Disagree 36 36 55 
Strongly Disagree 56 53 45 
  
The median for both languages indicates a strongly disagree with the statement. The results 
show that 94% of all personnel like their work. The researcher believes that if  employees 
enjoy their work, this will promote and foster a positive image towards customers. 
 
The goal of statement fourteen is to determine if the training courses presented by 
Metropolitan Life are sufficient. Diagram 5.14 summarises the responses in terms of 
language. 
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  Statement 14: The training courses by Metropolitan are sufficient 
  Diagram 5.14 
Statement 14 Afrikaans English African 
Strongly Agree 0 11 9 
Agree 56 42 18 
Disagree 42 37 18 
Strongly Disagree 3 11 55 
 
The response shows that 56% Afrikaans and 42% English personnel agree with the 
statement, while 55% African speaking personnel strongly disagree with the statement. It 
seems as if the courses presented by Metropolitan Life are not sufficient to fulfil the needs 
of all employees. Remarks received from some of the personnel indicate that Metropolitan 
Life must introduce a career path programme to develop personnel in a specific direction. 
 
The aim of statement fifteen is to determine if the colleagues of employees let them down. 
Diagram 5.15 summarises the responses in terms of language. 
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Statement 15: My colleagues let me down 
Diagram 5.15 
Statement 15 Afrikaans English African 
Strongly Agree 0 0 0 
Agree 8 16 9 
Disagree 75 68 64 
Strongly Disagree 17 16 27 
 
According to the median all respondents disagree with the statement and this equals an 
average of 69 percent. An average of 89% of all respondents (irrespective of language) 
either disagrees or strongly disagrees with the statement. This is a positive response, 
showing that colleagues support each other, especially as teamwork is an important criteria 
in rendering a quality service.      
 
The aim of statement sixteen is to determine if personnel can handle criticism. Diagram 
5.16 summarises the responses in terms of language. 
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Statement 16: I can’t take criticism 
Diagram 5.16 
Statement 16 Afrikaans English African 
Strongly Agree 3 0 0 
Agree 3 11 45 
Disagree 58 58 27 
Strongly Disagree 36 32 27 
 
The median indicates that most respondents disagree with the statement. An average of 
79% of respondents, irrespective of language, either disagrees or strongly disagrees with 
the statement. A point for concern is that 45% of the African speaking personnel agree that 
they can’t handle criticism, but this might be due to cultural diversity. 
 
The objective of statement seventeen is to establish if personnel are embarrassed to ask for 
help. Diagram 5.17 summarises the responses in terms of language. 
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Statement 17: I am embarrassed to ask for help  
Diagram 5.17 
Statement 17 Afrikaans English African 
Strongly Agree 0 0 0 
Agree 0 11 0 
Disagree 56 37 55 
Strongly Disagree 44 53 45 
 
The median for Afrikaans and African speaking personnel indicates that disagree is the 
most popular option, while the English personnel opted for strongly disagree. Almost 97% 
of respondents, irrespective of language, either disagree or strongly disagree with the 
statement. 
 
The goal of statement eighteen is to determine if the service rendered from the central 
office is of an outstanding quality. Diagram 5.18 summarises the responses in terms of 
language. 
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Statement 18: The service from the central office is outstanding 
Diagram 5.18 
Statement 18 Afrikaans English African 
Strongly Agree 3 0 0 
Agree 28 21 18 
Disagree 56 58 36 
Strongly Disagree 14 21 45 
 
The response shows that almost 77% of respondents (irrespective of language) either 
disagree or strongly disagree with the statement. This is a factor for concern because the 
central office forms an important key in rendering a quality service to contracted brokers. 
Some of the respondents mentioned that the service they received from some central offices 
regarding surrenders and loans on policies was “terrible”. Broker personnel in the East 
London area mentioned that staff at the Umtata central office had no effective relationship 
with their customers and that the service is “embarrassing”. 
 
The objective of statement nineteen is to determine if the people at central office are 
helpful. Diagram 5.19 summarises the responses in terms of language. 
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Statement 19: The people from the central office are helpful 
 Diagram 5.19 
Statement 19 Afrikaans English African 
Strongly Agree 0 0 0 
Agree 53 63 45 
Disagree 47 37 36 
Strongly Disagree 0 0 18 
 
An average of almost 54% respondents agrees that the people from the central offices are 
helpful. A cause for concern is that the results also identify respondents not agreeing with 
the statement. The reason for this might be due to the views from respondents in the East 
London and Port Elizabeth areas. 
 
The aim of statement twenty is to determine if the central office deals quickly and 
efficiently with all queries. Diagram 5.20 summarises the responses in terms of language. 
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Statement 20: The central office deals with a query quickly and efficiently 
Diagram 5.20 
Statement 20 Afrikaans English African 
Strongly Agree 3 0 0 
Agree 22 42 27 
Disagree 50 58 55 
Strongly Disagree 25 0 18 
  
The median indicates that most respondents disagree with the statement and this represents 
an average of 54 percent. This is an indication that most central branches don’t deal with a 
query in the quickest and most efficient way. As mentioned earlier, the central office forms 
a key element in rendering a quality service to contracted brokers and attention should be 
given to this point.  
 
 
 
 
 
STATEMENT 20
0
20
40
60
80
Strongly
Agree
Agree Disagree Strongly
Disagree
Pe
rc
en
ta
ge
Afrikaans
English
African
 
 7 
5.3.2 External survey analysis 
The aim of statement one is to determine if the service rendered by the Metropolitan Broker 
Division is reliable to the contracted brokers. The question posed to the contracted brokers 
was as follows: 
 The consultant is on time for our appointments.  
Diagram 5.21 summarises the responses in terms of language. 
 
Statement 1: The reliability of service 
Diagram 5.21 
Statement 1 Afrikaans English African 
Strongly Agree 36 33 61 
Agree 64 64 36 
Disagree 0 3 3 
Strongly Disagree 0 0 0 
 
An average of 98% of all respondents (irrespective of language) either agrees or strongly 
agrees with the statement. This is a positive response that reflects the commitment of the 
Metropolitan Broker’s personnel towards contracted brokers and, in particular, the 
consultants. 
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The goal of statement two is to determine if personnel are willing or ready to provide a 
quick and efficient service. The following questions were posed to the contracted brokers 
regarding responsiveness: 
 My consultant responds quickly to queries; 
 The consultant is dedicated to his work; and 
 The service is quick and efficient. 
Diagram 5.22 summarises the responses in terms of language. 
 
Statement 2: Responsiveness 
Diagram 5.22 
Statement 2 Afrikaans English African 
Strongly Agree 54 48 49 
Agree 40 47 42 
Disagree 5 5 7 
Strongly Disagree 1 0 2 
 
The median shows that most respondents (irrespective of language) opted for strongly 
agree. The response rate indicates that an average of 93% of respondents either agrees or 
strongly agrees with the statement. This is a positive response, indicating that the service 
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 9 
from the Metropolitan staff is fast in responding to queries. This also indicates that the 
service is quick and efficient.  
The aim of statement three is to identify if the Metropolitan personnel are competent, 
meaning that they are in possession of the required skills and knowledge to provide the 
necessary service. The following questions were posed to the contracted brokers: 
 The consultant is well trained and knowledgeable; 
 The consultant has enough authority to make a decision; 
 The staff at the brokers office are well trained and knowledgeable; and 
 The staff have enough authority to make a decision themselves.       
Diagram 5.23 summarises the responses in terms of language. 
 
 Statement 3: The competence of Metropolitan Broker personnel 
          Diagram 5.23 
Statement 3 Afrikaans English African 
Strongly Agree 30 31 44 
Agree 49 54 40 
Disagree 13 13 12 
Strongly Disagree 8 2 4 
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An average of 82% of respondents (irrespective of language) either agrees or strongly 
agrees that the staff at Metropolitan Broker offices are in possession of the required skills 
and knowledge to render a service. This is a positive response, but a cause for concern is 
that only 68% feel that the staff do not have enough authority to make their own decisions.     
 
The goal of statement four is to determine the approachability and availability of Metro-
politan Broker personnel. The following questions were posed to the contracted brokers: 
 It is easy to contact my consultant; and 
 The regional manager is available to discuss problems. 
 Diagram 5.24 summarises the responses in terms of language. 
 
Statement 4: The access to Metropolitan Broker personnel 
Diagram 5.24 
 Statement 4 Afrikaans English African 
Strongly Agree 47 34 52 
Agree 37 53 36 
Disagree 12 12 12 
Strongly Disagree 4 1 0 
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The response rate shows than an average of 86% of respondents either agrees or strongly 
agrees with the questions. The overall response to the statement is positive in that it is easy 
to contact consultants; however a worrying factor is that 25% of respondents experience 
difficulty in contacting the regional manager. This can influence the quality of service to 
contracted brokers and attention should be given to this. 
 
The aim of statement five is to identify if Metropolitan personnel treat the contracted 
brokers courteously. The following questions were posed to the contracted brokers: 
 The consultant treats me courteously; 
 The consultant deals with me in a professional manner; 
 My consultant is always presentable; 
 The staff are courteous and friendly; 
 The dress code for frontline staff is important to me; and 
 I receive courtesy telephone calls from the regional manager. 
 Diagram 5.25 summarises the responses in terms of language. 
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Statement 5: Courtesy of Metropolitan Broker’s staff 
Diagram 5.25 
Statement 5 Afrikaans English African 
Strongly Agree 45 42 48 
Agree 42 42 38 
Disagree 8 12 10 
Strongly Disagree 5 4 4 
 
  
 The median of all respondents (irrespective of language) indicates that they either agree or 
strongly agree to the first four questions. The median for the last question posed indicates 
that the respondents, irrespective of language, either disagree or strongly disagree. This 
represents an average of 69 percent. Although the overall response is a positive sign, the 
contracted brokers indicate that they would like to receive a courtesy telephone call from 
the regional manager. This would indicate that the contracted brokers are important to the 
Metropolitan Broker Division and the survival of the company. 
 
The goal of statement six is to determine if the communication is of a satisfactory level. 
The following questions were posed to the contracted brokers: 
 The consultant speaks my language, or at least tries to; 
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 My consultant conveys all changes in the industry to me; and 
 I am always invited to attend new product launches. 
Diagram 5.26 summarises the responses in terms of language. 
 
Statement 6: Communication 
Diagram 5.26 
Statement 6 Afrikaans English African 
Strongly Agree 51 44 50 
Agree 42 49 38 
Disagree 6 7 12 
Strongly Disagree 1 0 0 
 
 
 
The median shows that the respondents (irrespective of language) either agree or strongly 
agree with the statement. This reflects an average of 91%, which is a positive sign. A good 
communication system is important, especially when the competition is fierce. 
 
The goal of statement seven is to determine if the credibility of Metropolitan Broker 
personnel is satisfactory to the contracted brokers. The following questions were posed: 
 I respect and trust my consultant; 
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 The consultant cares about me; 
 The staff value me as an important client; and 
 The regional manager visits me on a monthly basis. 
 Diagram 5.27 summarises the responses in terms of language. 
 
 Statement 7: Credibility of Metropolitan Broker personnel 
 Diagram 5.27 
 Statement 7 Afrikaans English African 
Strongly Agree 42 36 40 
Agree 36 42 35 
Disagree 14 17 20 
Strongly Disagree 8 5 5 
 
 
 
The median indicates that most of the respondents either agree or strongly agree to the first 
three questions, while most respondents disagree with question four. The average number 
of respondents who agree or strongly agree with the first three questions is 93.5%, while 
72% either disagree or strongly disagree to question four. Most respondents indicate that a 
visit from the regional manager would foster a stronger relationship with the company. 
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The aim of statement eight is to determine if there is enough parking at the Metropolitan 
Broker’s office. The following question was posed to the contracted brokers: 
 There is enough parking at the brokers office. 
 Diagram 5.28 summarises the responses in terms of language. 
 
 Statement 8: There is enough parking at the broker’s office 
Diagram 5.28 
 
Statement 8 Afrikaans English African 
Strongly Agree 16 12 21 
Agree 48 48 46 
Disagree 23 24 25 
Strongly Disagree 13 16 8 
 
 
 
 The median indicates that most respondents agree with the statement and that an average of 
63% of respondents either agrees or strongly disagrees. Contracted brokers from Port 
Elizabeth, Bellville and East London indicated that there is not enough parking available 
when visiting these branches. 
 
 The goal of statement nine is to determine if an effort is made to know and understand the 
contracted brokers. The following questions were posed to the contracted brokers: 
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 The consultant understands my needs; 
 The staff understand the needs of brokers: 
 The staff ensure that I understand the service Metropolitan provides; and 
 The staff always listen to my problems. 
 Diagram 5.29 summarises the responses in terms of language. 
 
 Statement 9: The Metropolitan Broker’s personnel understand the contracted brokers 
and their needs 
Diagram 5.29 
Statement 9 Afrikaans English African 
Strongly Agree 33 35 40 
Agree 64 61 51 
Disagree 2 4 8 
Strongly Disagree 1 0 1 
 
 
 
 The median indicates that most respondents agree with the statement. An average of 95% 
of contracted brokers either agrees or strongly agrees with the statement. It is evident from 
this response that an effort is made by the Metropolitan Broker’s personnel to know and 
understand the needs of the contracted brokers. 
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 The goal of statement ten is to identify if the physical facilities of the Metropolitan Broker 
Division are of a high standard. The following questions were posed: 
 The computers are mostly online; and 
 Metropolitan uses modern equipment and technology. 
 Diagram 5.30 summarises the responses in terms of language. 
 
 Statement 10: Tangibles of the service 
Diagram 5.30 
Statement 10 Afrikaans English African 
Strongly Agree 27 31 50 
Agree 57 62 47 
Disagree 14 4 3 
Strongly Disagree 2 3 0 
 
 
 
 An average of 91% of all respondents, irrespective of language, either agrees or strongly 
agrees with the statement. The Metropolitan Broker Division uses modern equipment and 
technology and strives to be one of the leaders in the said field. 
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5.3 SUMMARY 
 
In this chapter the researcher analysed and interpreted the data obtained from the 
questionnaires. 
 
As mentioned in chapter four, the main purposes were to test the perceptions of contracted 
brokers about the service they receive from the Metropolitan Broker Division and the 
service that the administrative personnel receive from other departments within the 
company. 
 
Each question was analysed and then tabulated. Bar charts were drawn for each question.  
 
Chapter six will focus on the recommendations based on the findings of the literature study 
and the analyses of the data obtained through the questionnaires. 
 
 
 
 
 
 
 
 
 
 
CHAPTER 6 
 
SUMMARY AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
 
In chapter five the empirical study was analysed and the results of each statement were 
presented. These were tabulated and represented by a bar chart, reflecting the differences in 
language. In this chapter, the researcher commences with concluding statements and a 
summary of both internal and external positive and negative responses. A guideline for 
improvement is given for each negative response. The chapter concludes with 
recommendations for further research in the field of quality service. 
 
 
6.2 SUMMARY 
 
The topic researched in this dissertation was “An evaluation to assist a Metropolitan Broker 
Division to improve the level of service quality towards contracted brokers”. 
 
In chapter one the researcher identified and analysed the main and sub-problems to improve 
the quality of service to contracted brokers. The purpose of chapter two and three was to 
give an overview of related literature regarding service quality. Service quality has become 
a critically important factor in the financial industry, especially in the insurance industry. 
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To stay competitive in this industry, greater emphasis must be placed on the service 
rendered to customers. The needs and expectations of contracted brokers change almost on 
a yearly basis and it is therefore important to adapt accordingly. Product knowledge and 
understanding the needs of contracted brokers are criteria to use in a strategic strategy to 
gain a competitive advantage over competitors. As part of a quality service, contact 
personnel must have enough authority to make certain decisions. Criteria such as taking 
part in decision-making and the building of a relationship with contracted brokers must be 
included in the empowerment process.  
 
If the Metropolitan Broker Division needs to improve the service quality to contracted 
brokers, an effective TQM-programme must be adopted as outlined in chapter two. 
Attention must also be given to “customer care” that involves everyone in the employ of 
Metropolitan Life. In chapter two, criteria for establishing a “culture of excellence” in an 
organisation were given. It is vital that Metropolitan Broker Division does a yearly survey 
to determine the changing needs and expectations of contracted brokers. Such a survey will 
identify weaknesses and will assist in formulating a strategic plan to improve the level of 
service quality towards contracted brokers. 
 
It is often suggested that the level of service provided by insurance companies is not of a 
high standard. One of the objectives of this study has been to determine whether this 
statement is true. In the study, contracted brokers were requested to evaluate the service 
they receive from the Metropolitan Broker Division. The empirical results obtained through 
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the survey indicate that the contracted brokers are fairly satisfied with the service quality, 
but that there is room for improvement. 
 
 
6.3 SUMMARY  OF  EMPIRICAL  SURVEY AND RECOMMENDATIONS 
 
As outlined in item 4.3, three hundred questionnaires were distributed among five 
Metropolitan Broker branches in the southern region and eighty-six questionnaires among 
contact personnel from the division. A response rate of 39% for contracted brokers and 
76% for administrative personnel was obtained. The results from contracted brokers were 
generally positive, with a few negative responses recorded. The results from the 
administrative personnel were positive with a few, particularly in some regions, negative 
responses. 
 
6.3.1 Internal survey 
The internal survey was done amongst the Metropolitan Broker personnel and sixty-six 
personnel responded. 
 
6.3.1.1   Positive responses 
The following positive responses were identified. Metropolitan Broker Division can use 
these as competitive strategies to improve the level of service quality: 
 The head office personnel are well trained and knowledgeable: 69% of 
respondents gave a positive response to the statement (see Diagram 5.2). It is 
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therefore an indication that most head office personnel are well trained and 
knowledgeable. It is important that the back-up personnel must have the required 
skills and knowledge to support regional branches. There was an indication that 
some personnel at head office lack the required skills to render a quality service to 
the Broker Division, especially in the New Business Department. A solution to this 
problem is to send personnel to regional branches to gain “field experience”.  
 Head office personnel are courteous and friendly: 79% of respondents gave a 
positive response to the statement, which reflects that personnel are well mannered 
and friendly to regional branches (see Diagram 5.4). This is an encouraging factor 
for support personnel at regional branches. 
 Head office always informs branches about changes taking place: 59% of 
respondents gave a positive response to the statement (see Diagram 5.6). A cause for 
concern is that changes in the New Business Department about new requirements are 
not given to regional branches beforehand. If it weren’t for this department, the 
positive response rate would be higher. The New Business Department must increase 
their communication process to regional branches. 
 The computers are mostly online: A positive response rate of 83% indicated that 
respondents either agree or strongly agree with the statement (see Diagram 5.8). This 
is a positive sign towards rendering a quality service to contracted brokers. 
 Head office staff always tries to solve problems: A positive response rate of 76% 
indicated that respondents either agree or strongly agree with the statement (see 
Diagram 5.9). This is an encouraging factor in rendering a quality service and the 
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fact that head office cares for their customers must be promoted amongst contracted 
brokers. 
 My colleagues are competent: 89% of respondents indicated that their colleagues 
are competent and have the required skills and knowledge to perform their duties 
(see Diagram 5.11). This is a positive requirement for effective teamwork.  
 Relationship with colleagues: 88% of respondents indicated that they are satisfied 
with their relationship with colleagues (see Diagram 5.12). This positive outcome 
indicates that personnel in the Broker Division are willing to work together as a 
team. 
 Personnel dislike their work: A positive response rate of 92% indicated that 
personnel in the Broker Division like their work (see Diagram 5.13). This positive 
response must be utilised and promoted to foster a positive image towards contracted 
brokers. 
 My colleagues let me down: 89% of respondents indicated that their colleagues  
support them (see Diagram 5.15). This is a positive indication that personnel support 
each other and that a positive attitude towards others exists. 
 I can’t take criticism: 86% of respondents indicated that they can handle criticism 
(see Diagram 5.16). A point of concern is that 45% of African speaking personnel 
can’t take criticism and it is therefore important for the Broker Division to send these 
personnel on a self-development course to improve their self-image. 
 I am embarrassed to ask for help: Only two of all respondents indicated that they 
are embarrassed to ask for help (see Diagram 5.17). This is a positive response and 
an attitude that can be used to foster a better relationship with contracted brokers. 
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6.3.1.2   Negative responses 
 The following meaningful concerns relating to service factors were identified: 
 Service from head office is prompt and on time: 58% of respondents indicated 
that they are satisfied with the speed of service they receive from head office (see 
Diagram 5.1). This is a cause for concern if the Metropolitan Broker Division wants 
to improve its level of service quality towards contracted brokers. A TQM-
programme needs to be implemented, as set out in chapter two, to improve the speed 
of service to internal customers. 
 Head office responds quickly to queries: Thirty-two out of sixty-six respondents 
agreed that head office responds quickly to their queries (see Diagram 5.3). This 
means that a lack of responsiveness exists with head office personnel and this is a 
point of concern. As mentioned above, a TQM-programme must be implemented to 
improve their responsiveness towards regional branches. 
 It is easy to contact service personnel at head office: 50% of respondents agreed 
that it is easy to contact service personnel at head office (see Diagram 5.5). Most 
respondents indicated that they experience difficulty in contacting personnel in the 
Methealth Division at head office and that valuable time is lost waiting for them on 
the telephone. 
 Stationery is received on time: Twenty-four respondents indicated that they are 
satisfied that stationery is received on time (see Diagram 5.7). One problem 
experienced is that, when new products are launched, required documentation is not 
received beforehand. A process must be put in place to see that required 
documentation is received on time. 
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 Personnel have enough authority to make own decisions: Thirty-two respondents 
indicated that they have enough authority to make their own decisions (see Diagram 
5.10). This is not a positive response because authority is an important criteria for 
the empowering of personnel. An empowering process must be introduced, as set out 
in chapter three, to improve this shortcoming. 
 The training courses by Metropolitan are sufficient: 50% of respondents 
indicated that the training courses by Metropolitan Life are sufficient (see Diagram 
5.14). A career path for each employee must be put into place to develop him or her 
in a specific direction. 
 The service received from the central office: Only seventeen of all respondents 
agreed that the service they receive from the central office is outstanding (see 
Diagram 5.18). This is a cause for concern because it has a direct influence on the 
level of service quality aimed at contracted brokers. Metropolitan Life needs to 
implement the following programmes to improve the service to the Broker Division: 
A relationship marketing programme as set out in chapter three and a customer care 
programme as set out in chapter two. 
 The people from the central office are helpful: 55% of respondents indicated that 
the personnel from the central offices are helpful (see Diagram 5.19). This also 
causes concern and therefore the same programmes as discussed with their service 
renderer should be implemented. 
 The central office deals quickly and efficiently with queries: Only 30% of 
respondents agreed with the statement (see Diagram 5.20). As mentioned earlier the 
service from the central office forms an important part of the total service to 
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contracted brokers and urgent attention must be given to the implementation of the 
above-mentioned programmes.    
 
6.3.2 External survey 
 The external survey was done amongst three hundred contracted brokers in the southern 
region. A total of one hundred and seventeen questionnaires from contracted brokers were 
suitable for analyses. This reflects a response rate of 39 percent.  
 
6.3.2.1   Positive responses 
The following positive responses, that Metropolitan Broker Division can use as 
competitive strategies to improve the level of service quality, were identified: 
 The reliability of service: Only three respondents indicated that they experience a 
problem in this regard (see Diagram 5.21). Almost 98% of contracted brokers are 
satisfied with the reliability of service that they received from the Metropolitan 
Broker Division. This is a positive response and must be used in the marketing 
strategies of the division. 
 Responsiveness:  93% of respondents gave a positive response to this statement (see 
Diagram 5.22). This indicated that the service to contracted brokers is quick and 
efficient. The positive response must be utilised as a marketing strategy to develop 
the relationship with contracted brokers. 
 The competence of Metropolitan Broker personnel: An average of 82% of 
respondents either agreed or strongly agreed with the statement (see Diagram 5.23). 
This is also a positive response, but certain aspects of competence need to be 
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addressed to improve the level of service quality, including the empowerment of 
employees as set out in chapter three. Special attention must be given to supplying 
personnel with the necessary authority to make their own decisions. 
 The access to Metropolitan Broker personnel: An average of 86% of contracted 
brokers indicated that they have no difficulty in contacting personnel (see Diagram 
5.24). This is a positive response and can be used to improve the relationship with 
contracted brokers. An aspect for concern is that 25% of respondents experience 
some difficulty in contacting the regional manager. Regional managers must 
therefore set times when they are available to see brokers. 
 Courtesy of Metropolitan Broker’s staff: An average of 69% of respondents 
agreed with the statement (see Diagram 5.25). This is a positive indication, but a 
factor that causes concern is that 71% of respondents expect courtesy telephone calls 
from the regional manager. Attention must be given to this which will, in turn, help 
establish a relationship with contracted brokers. 
 Communication: An average of 91% of contracted brokers were satisfied with the 
communication process in place (see Diagram 5.26). Communication is an important 
criteria of service quality, as set out in chapter two. An effective communication 
process will enhance the relationship with contracted brokers. 
 Credibility of Metropolitan Broker personnel: Most contracted brokers agreed or 
strongly agreed with the statement (see Diagram 5.27). 72% of contracted brokers 
indicated that a visit from the regional manager on a regular basis will foster a good  
relationship with the division and the company. 
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 The personnel understand the contracted brokers and their needs: 95% of 
respondents agreed or strongly agreed with the statement (see Diagram 5.29). This is 
a positive response relating to the requirements for customer expectations and needs 
as set out in chapter two. This response must be utilised in the marketing strategies 
of the Broker Division to be more competitive in the insurance industry. 
 
6.3.2.2   Negative responses 
 The following meaningful concerns relating to service factors were identified: 
 There is enough parking at the Broker’s office: Although an average of 63% of 
respondents either agreed or strongly agreed with the statement, there was an 
indication that a shortage of parking exists at the regional offices in Port Elizabeth, 
East London and Bellville (see Diagram 5.28). Regional offices must make sure that 
enough parking is set aside for contracted brokers visiting the branches. 
 Tangibles of the service: Although there was an indication that the computers at the 
Metropolitan Broker Division are mostly online and that the company uses modern 
equipment, a network between the contracted brokers and the company is lacking 
(see Diagram 5.30). As set out in chapter three, information technology plays a 
pivotal role in creating and changing the organisation’s task environment. It is 
therefore important for the company to set up a network with contracted brokers 
where they can have access to their own client base. This will improve the level of 
service quality towards contracted brokers. 
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6.4 AREAS FOR FURTHER RESEARCH  
  
 The following areas have been identified for further research. 
 A comparison study amongst other insurance companies regarding service quality. 
 The investigation into implementing a TQM-programme in all departments of a service 
provider.  
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ANNEXURE A 
 
 
 
   Mr AP Calitz 
        62 Justin Road 
        Charlo 
        Port Elizabeth 
        6070 
The Provincial Manager: 
Metropolitan Brokers, South 
Bellville 
 
Attention: Mr C Abbott 
 
MBA DISSERTATION: MR  ANDRE P CALITZ 
 
Service quality has become an important factor in the financial service industry in 
South Africa, and especially in the insurance industry. As an employee of the 
Metropolitan Brokers Division, where we must stay competitive in our chosen 
markets, I decided to do research regarding service quality to contracted brokers. 
 
I am currently enrolled at the Faculty of Management at the Port Elizabeth Technikon 
for the MBA course. A partial requirement of this course is the successful completion 
of a dissertation. My topic for this research is: “The development of a guideline to 
assist a Metropolitan Broker Division to improve the level of service quality towards 
contracted brokers”. As an empirical investigation constitutes a major proportion of 
my study, it would be appreciated if you would allow me to conduct the research in 
your region. 
 
This research is deemed to make a substantial contribution to render a better service to 
contracted brokers. Your co-operation will therefore play an important role in the 
success of my study.   
 
Thank you.  
 
Yours truly 
 
 
______________ 
AP Calitz R.P.P                      
 
 
Dr M Tait 
Promoter 
University of Port Elizabeth 
ANNEXURE B 
 
 
Mr AP Calitz  
        P/a P.E Brokers 
        Port Elizabeth 
 
The Regional Manager 
Metropolitan Brokers 
 
Attention: Dear Sir/Madam 
 
M.B.A. DISSERTATION: MYSELF 
 
I am currently enrolled at the Faculty of Management at the Port Elizabeth Technikon, 
for the above-mentioned course. As part of my dissertation, I had to do an empirical 
survey in successfully completing the course. My topic for the research is: “The 
development of a guideline to assist a Metropolitan Broker Division to improve the 
level of service quality towards contracted brokers”. As an empirical investigation 
constitutes a major proportion of my study, it would be appreciated if you will help 
me in gathering information from your staff as well as from sixty brokers in your 
region. 
 
I would suggest that you use a random sample of brokers that will include different 
brokerage forms, different racial groups as well as male and female brokers. It would 
also be preferred that the completion of questionnaires be treated as confidential and 
that they be sent back to you, for forwarding to myself at Port Elizabeth Brokers. Two 
different questionnaires must be completed, one by brokers and one by  yourself and 
your staff. 
 
It will be appreciated if the completed questionnaires will be forwarded to me before 
the 30th of August 2000, to complete the analysis thereof and to integrate the findings 
with my literature findings. A complete analysis of your region will be sent to you 
after all the findings are captured. 
 
This research is deemed to make a substantial contribution to render a better service to 
contracted brokers. Your co-operation will therefore play an important role in the 
success of my study. 
 
I thank you for your support and participation. 
 
Yours truly 
 
____________ 
Andrè P Calitz 
 
 
Attached: Questionnaires for brokers. 
     Questionnaires for staff.  
        Mr.A.P.Calitz  
        P/a P.E Brokers 
        Port Elizabeth 
 
The Regional Manager 
Metropolitan Brokers 
Bellville 
 
Attention: Mr.K. von Mollendorff 
 
Dear Kurt 
 
M.B.A. DISSERTATION: MYSELF 
 
I am currently enrolled at the Faculty of Management at the Port Elizabeth Technikon, 
for the above-mentioned course. As part of my dissertation, I had to do an empirical 
survey in successfully completing the course. My topic for the research is:“ The 
development of a guideline to assist a Metropolitan Broker Division to improve the 
level of service quality towards contracted brokers”. As an empirical investigation 
constitutes a major proportion of my study, it would be appreciated if you will help 
me in gathering information from your staff as well as from sixty brokers in your 
region. 
 
I would suggest that you use a random sample of brokers that will include different 
brokerage forms, different racial groups as well as male and female brokers. It would 
also be preferred that the completion of questionnaires will be treated as confidential  
And that they’ll be send back to you, for forwarding them to myself at Port Elizabeth 
Brokers. Two different questionnaires must be completed, one by brokers and one by  
yourself and your staff. 
 
It will be appreciated if the completed questionnaires will be forwarded to me before 
the 30th of August 2000, to complete the analysis thereof and to integrate the findings 
with my literature findings. A complete analysis of your region will be send to you 
after all the findings are captured. 
 
This research is deemed to make a substantial contribution to render a better service to 
contracted brokers. Your co-operation will therefore play an important role in the 
success of my study. 
 
I thank you for your support and participation. 
 
Yours truly, 
 
………………………….. 
Andrè P.Calitz 
 
 
Attached: Questionnaires for brokers. 
     Questionnaires for staff.  
ANNEXURE C
Broker Quality Service measurement
                             Strictly confidential
Dear Broker
Service to brokers is very important to Metropolitan Life. It is essential to determine
how brokers rate our service to enable us to improve. Each of the following statements
relates to service. Please read each statement and then put a cross (x) in the box  
that best indicates how strongly you agree or disagree with the statement.
1 The consultant is well trained and knowledgeable
2 The consultant treats me courteously
3 The consultant deals with me in a professional manner
4 I respect and trust my consultant
5 The consultant understands my needs
6 It is easy to contact my consultant
7 The consultant speaks my language or at least tries to
8 My consultant is always presentable
9 My consultant conveys all changes in the industry to me
10 The consultant is on time for our appointments
11 My consultant responds quickly to queries
12 The consultant is dedicated to his work
13 The consultant cares about me
14 The consultant has enough authority to make a decision
15 The staff at the brokers-office are well trained and knowledgeable
16 The service is quick and efficient
17 The staff are courteous and friendly
18 The staff understand the needs of brokers
19 The computers are mostly online
20 The dress code for frontline staff is important to me
21 The staff ensure that I understand the service Metropolitan provide
22 The staff have enough authority to make a decision themselves
23 The staff value me as an important client
24 The staff always listen to my problems
25 I receive courtesy telephone calls from the regional manager
26 The regional manager is available to discuss problems
27 The regional manager visits me on a monthly basis
28 There is enough parking at the brokers-office
29 Metropolitan uses modern equipment and technology
30 I am always invited to attend new product launches
Home language English Afrikaans Xhosa Other
Gender Male Female
                         Years of experience
                                            Contracts with other companies If yes , how many
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ANNEXURE D
Quality Service Measurement
Dear Respondent
Quality Service is very important to Metropolitan Life. Please evaluate the quality of service/
support you are receiving from colleagues at branch level, other departments and from head
office by completing the following questionnaire. Please read each statement and then put a 
cross (x) in the box that best indicates how strongly you agree or disagree with the 
statement.
1 The service that I receive from head office is prompt and on time
2 The people I deal with at head office are well trained and knowledgeable 
3 Head office personnel respond quickly to my queries
4 Head office personnel are courteous and friendly
5 It is easy to contact service personnel at head office
6 Head office always informs me about changes that will take place
7 Stationery is received on time
8 The computers are mostly online
9 The staff at head office always try to solve my problems
10 I have enough authority to make my own decisions
11 My colleagues are competent
12 I am satisfied with my relationship with colleagues
13 I dislike my work
14 The training courses by Metropolitan are sufficient
15 My colleagues let me down
16 I can't take criticism
17 I am embarrased to ask for help
18 The service from the central office is outstanding
19 The people from the central office are helpful
20 The central office deals with a query quickly and efficiently
Home language English Afrikaans Xhosa Others
Gender Male Female
Position Manager Consultant Admin Staff
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